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Mortgaging Future Income to Pay 
for Present Production 


By Irving S. Paull 


Business Analyst, Washington, D. C. 


Written Exclusively for the Boor anp SHoe Recorper 


To what extent may we safely 
mortgage future income to pay 
for present production? 

Industries which have the capacity 
to produce a much larger volume 
than can be currently consumed—or 
rather paid for at the time of pur- 
chase—have greatly extended their 
markets by making it possible for 
commerce to secure and enjoy many 
items of convenience, comfort and 
luxury during the time they are 
being paid for in installments. 


The practice is not new; machin- 
ery, office appliances, furniture and 
practically all of the labor and time 
saving devices with which the 
modern home is equipped, have been 
marketed in easy payments. 


This method of buying has in a 
measure been a sign of thrift, rather 
than extravagance. Many families 
possess books which have contribut- 
ed to cultural advancement, because 
they could be acquired through 
moderate payments. 

The majority of home owners have 
earned the money to pay for their 
homes while living in them. Many 
people have been permitted to main- 
tain a higher standard of living dur- 
ing their active earning years and 
during the time their children were 
growing up, because they could capi- 
talize their credit and enjoy the 


I: is a practical question to ask— 


fruits of their industry, without 
waiting for the accumulation of 
savings to buy comforts and luxuries 
in their old age; when possibly the 
habits of self-denial had destroyed 
the desire for comforts, conveniences 
and luxuries. 

The American institution of in- 
stallment buying has been a definite 
factor in extending to the greatest 
number of families a more comfort- 
able and easier existence and cultural 
advantage than could otherwise have 
been possible. 


OW the question is, Can this 
American credit institution be 
extended to a degree that instead of 
being a stimulus to thrift and prog- 


- ress, becomes an extravagance and in 


some measure an economic menace? 

For example, let us assume that 
a number of industries have the ca- 
pacity to produce as much in one 
year as would under usual conditions 
be consumed in two years. Through 
the extension of credit to people who 
have regular earnings, the market 
is expanded to take the entire out- 
put of these industries. A vast num- 
ber of people commit themselves to 
be industrious and earn the money, 
say within a year, to pay for the 
products made available through con- 
venient credit. 

It becomes possible for them to 
secure many things they have always 





desired. With a sense of caution 
they hesitate about making commit- 
ments beyond an amount they can 
safely assume, and keep well within 

However, they are not experienced 
buyers; they fail to reckon with the 
blandishments of the “high pres- 
sure” salesman—he offers something 
they greatly desire; he whets their 
desire, and overcomes their caution, 
the payments are relatively small; 
their neighbors are the proud 
possessors of similar articles; desire 
and salesmanship overwhelm caution, 
and a commitment is added to others. 

To possess these conveniences and 
luxuries it is necessary to economize 
in other directions. The regularity 
with which due dates occur on install- 
ment purchases amazes the pur- 
chaser. To fulfill his obligations he 
cannot assume an additional respon- 
sibility—he must withdraw from the 
market for all but the vital necessi- 
ties until he has paid for those things 


S he fails to buy the ordinary 
things in accustomed volume— 
he restricts demand and the indus- 
tries that he fails to support have 
less than their usual volume of sales. 
Production is somewhat lessened 
and fewer workers are required; a 
few are laid off—unfortunately it 
happens that the subject of this nar- 
ration is one of these—with the loss 
of income he must default. 
[CONTINUED ON PAGE 64D] 
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Paris decrees “costume shoe” 
Chic patterns, striking materials 


By Mary E. Bendelari 











suggest in these columns that 
the time was not far distant 
when women would demand more 
and more the right to express their 
individualities as much in their 
shoes as in their hats and gowns— 
when no ensemble would be complete 
without shoes which distinctly “be- 
longed.” In short, I prophesied we 
were approaching the era of the 
“costume” shoe. It was perhaps 
with this prognostication in mind 
that I was asked, as a fashion critic 
living in Paris, the question which 
forms the subject of this article. 
Just how much of the “costume” 
shoe does this latest Paris exhibition 
suggest and, beyond that, what in- 
teresting suggestions does it con- 
tain? 
It is superbe, this “Exposition In- 


S es months ago I ventured to 


of Paris 


ternationale des Arts Decoratifs,” 
which stretches along both sides of 
the Seine for half a mile, cutting 
through the heart of Paris. 

The result of many hours’ wander- 
ing among the interesting shoes on 
display is to some extent pictured in 
the illustration which forms the 
heading of this article. Briefly, it 
shows a group of modified designs 
suggested by, though not copied 
from, the models exhibited. The 
lasts and heels are moderate be- 
cause, in spite of the advertised 
vogue for extremely pointed toes 
and unheard-of heights of heel, the 
smart woman has returned to town 
and calmly taken unto herself what 
she considers wearable. In _ this 
case, it is the extreme mode, modi- 
fied to conform with her idea of 
chic, and always, plus comfort. 


“Milano,” the shoe in the lower 
right hand corner, contains just a 
touch of the futuristic idea which 
is reflected everywhere in the fall 
models. It would not be unusual to 
see “Milano” upon a smartly dressed 
woman at the Ritz at tea time, the 
gray suede overlaid with perhaps a 
touch of purple lizard. Costa has 
done that very well this season. 

The open sandal has firmly worked 
its way into the heart of the average 
woman. She wears it. because it 
looks well and because she can for- 
get her feet if they are incased in 
its paradoxically sturdy nothingness. 
“Je t’aime,” which occupies the up- 
per right hand corner, is glorified 
by some’ semi-precious stones, one 
looping together two strips of 
leather across the toe. It is inter- 
esting here to notice straight, severe 
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pack lines, relieved by curves in the 
front part of the shoe. 

With “Granada” and “Elysée,” 
poth on the left, “Je t’aime” features 
the new tongue which I have nick- 
named “the Tatler.” It is a new de- 
parture, particularly to be seen on 
opera pumps. “Tea Hour,” in the 
center of the group, indicates a re- 
turn to the extreme afternoon slip- 
per, something ornate in a daytime 
party slipper. “Tea Hour” is per- 
haps the most significant design of 
the group since it defines Madame’s 
wearying of the boyish note she has 
been carrying in her dress these past 
seasons. Everywhere in Paris are 
to be seen heavily embroidered 
afternoon and evening slippers, the 
latter higher than the daytime ones, 
but both symptomatic of the “fem- 
inine touch” so pronounced in dress 
collections this fall. Baron de 
Meyer has summed up the matter 
partly in a recent comment: 

“While tailors and haberdashers 
are being kept busy by ladies who 
wish to cast off their ‘gargon clothes,’ 
the French shoemakers continue to 
turn out shoes distinctly feminine. 
Even though some American ladies 
are making an attempt to introduce 
the comfortable flat-heeled walking 
shoe, the Parisienne won’t hear of 
it. The high-heeled, very open 


shoe, therefore, is not likely to be 


dethroned yet awhile. 

“This season’s dress silhouette is 
nonsensical, even though very strik- 
ing. It still retains a boyish touch 
amid the feminine frills that it will 
not shake off in a season, but from 
the knees down it becomes distinctly 
feminine. The ensemble produced 
is illogical, therefore feminine, 
therefore attractive.” 

Speaking of the “feminine touch,” 
it is more than apparent in the 
treatment of one man’s shoe at the 
Exposition, inspired by a mere vest, 
complete from the buttons and strap 
to the lapels and even an indication 
of pockets. As was to be expected, 
it was mounted on a many-planed 
futurist last. Hellstern, too, nearly 
found what these futurists were 
aiming at with his square-toed and 
heeled walking slipper, but my old- 
fashioned toes gave a comfortable 
wiggle as they settled back in a 
shoe made on an American last, 
built from the foot that God gave 
us. There may be something to this 
futurist idea in lasts, but I much 
prefer futuristic art at a distance 
when there is danger of its colliding 
with comfort. 

One interesting case contains 
prize shoes from a contest originated 
by a French shoe trade paper. Many 
of the models are clumsy as to shoe- 
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making, but all of them retain that 
exquisiteness of upper making which 
typifies the French art. One shoe in 
particular took my eye. It was an 
entirely new beaded sandal, almost 
kaleidoscopic as to color, with straps 
carried around the ankle from a 
back piece. I am sure its creator 
was deeply religious; never except 
perhaps in reverently done Biblical 
illustrations have I seen anything 
which so suggested a prodigal lav- 
ishing of loving care. 

All sorts of heels are represented 
among these prize shoes; some of 
them beaded, some inlaid with 
mother-of-pearl or metal, and some 
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MARY E. BENDELARI 
An American girl, who has 
made her mark in Paris as a 
designer of fine footwear, 

writes this feature story 


carried out in relief and gilded over. 
Hammered brass and copper were 
the only materials which seem to 
have been neglected. And where in 
thé world, I wonder, did Perugia’s 
all-metal heels come from? Perhaps 
they are meant to be used over and 
over like the real seal collar of 
which every family used to boast. 

And buckles—they are there in 
profusion. My choice was an ex- 
quisite pair, inlaid with dull green 
and silver tracery, done by Thomas, 
a delightful little gentleman, too 
little known in America, who once 
amused me mightily by philosophiz- 
ing that it doesn’t pay to make good 
shoes because your clients come 
back nine years later to have the 
same pair mended. 

Several times I have prophesied 
that the high shoe sooner or later 
was bound to return, and I notice 
that in the present Exposition 
Madame Julienne registers a pro- 
test against the restraining influence 
of the low shoe. Her high boot was 
of silver, high in front, and the 
straps carried back and forth across 
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the front in delicate tracery—such 
a boot as Brunhilde, that unhappy 
Valkyrie who loved so well, might 
have worn. One cannot but muse 
sadly, in gazing upon Madame 
Julienne’s creation, of the limitless 
possibilities for novelty and variety 
afforded by the high shoe. The next- 
to-nothing sandal offers such a 
slight area to work on in compari- 
son. And when high shoes do come 
back we shall begin to see the real 
worth of the shoe designers. In 
those bygone days when they were 
being worn, footwear was looked 
upon as a simple necessity—now- 
adays the flapper pouts if she has 
not a different pair to wear with 
each dress. 

The Pavillion de Luxe in another 
part of the grounds contains the 
loveliest costumes of all those shown 
in the Exposition. The shoes are 
lovely, too, but it was obvious that 
that had come from dress designers 
and they were in themselves a 
patent argument for shoe designing 
as an art in itself. For these de- 
signers had taken the same color 
material and had trimmed it with 
beads of the same color as those 
upon the dress. Entirely missing 
was the lovely contrasting note 
which makes a French woman 
choose her costume by the rule of 
three: hat, bag, and gloves to match. 

I have reserved until the last a 
comment upon the case of Perugia’s 
shoes, where the king of shoemakers 
had placed the finest examples of 
his art. One model, in particular, 
was interesting because it introduces 
a new shoe fabric. The master has 
woven together threads of chamois, 
silk and metal to achieve an effect 
which is indeed _ striking. The 
chamois gives depth, the silk threads 
contribute richness and color, while 
the metal lends glitter and sheen to 
the whole. All of Perugia’s models 
show much more decoration than 
any of the other designers dare to 
attempt—but then, Perugia can put 
on everything but the kitchen stove 
and get away with it. Which is, you 
know, the divine right of kings. 

If the Exposition proves any- 
thing, I should say it was to add ad- 
ditional weight to my firm convic- 
tion that the costume shoe is here 
to stay. Moreover, its possibilities 
have not been touched, the surface 
of its adaptabilities have not been 
scratched. Women are being edu- 
cated rapidly to the necessity of 
buying a pair of shoes to wear with 
each dress—yes, and to buy two 
pairs for each costume, thereby be- 
ing able to gratify that eternal 
feminine desire for variation and 
appear in two color schemes. 
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Recorder Shoe Windows 


Never Have Windows Pulled as Well— 

















2 T CR WEE NA NS 
tacts = 








LL over the country merchants 
report that shoe window pub- 
licity is the best investment. 

One merchant analyzes it by saying 
“the eustomer parks his or her car 
as close to the shopping district as 
possible and then walks from store 
to store to complete his or her shop. 
ping.” 

Two things result from this pol- 
icy—windows pull customers into 
the store if they are attractively 
decorated, and customers are hav- 
ing their shoes delivered by the 























store, because they won’t carry the 





bundles the distance to where their 





cars are parked. When it was pos- 
sible for a customer to park his car 
right in front of the store, and then, 
to make the next purchase, drive up 
to the door at the next block, the 
window did not have its present 
pulling power. 

The RECORDER on these pages 
submits original window designs, 
elements of which can be pulled out 
and used in stores of all sizes. 





What do you care for the price 








of turkey or football tickets if your 

















store windows are working for you? 
Give ’em a chance to show-off and 
they’ll reward you. 

Good Things to Eat from a Horn 
of Plenty make mouths water and 
make folks pleased with the shoes 
shown at the sides. 

The horn is made of crepe paper 
or silk of a golden color, modeled on 
wire; large and striking. Set in 
artificial snow scattered on canvas 
formed landscape. At back a rustic 
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fence, then a painted back-drop of 
snow covered hill and farms. “4 


Without painted back-drop you 


can work your landscape in a hill- 
side, add miniature farm houses, <x = 
etc. Small branches make trees. Or . RILEY-R 7 


you can use a plain dark colored 
curtain for a back-drop. Phat) 
& 


This display can be adapted to —_ . 
almost any size and shape of win- BEAL-~ RE 
dow. SKS 


The cut-out turkey and a pair of 
shoes as a unit is effective. A win- 
dow filled with these units is effec- 
tive plus. Crepe paper, 10 ft. x 20 
in., turkeys and pumpkins in a 
strip, in several colors, can be 
bought almost anywhere. All these 
things can be arranged so as to put 
life into displays at a very small 
expense. A_ grotesque, pleasing 
turkey of crepe paper or silk, in 
colors big enough to be an attention 
getter costs more, about $10. 
Ladies love chrysanthemums and 
shoes. A more charming window LA Z Yi 
display can hardly be imagined. Ss ZZ Lily 

Pictures. Puritan or Thanksgiv- LZ a 
ing Day scenes are more quiet but 
of great interest to many folks. 

“Big Game,” Turkey vs. Football. 
People take their choice—or both. 
Shoes are worn at both events. 

A window card that’s different 
adds “go.” If it gets a smile you 
get a friend. 

“You tell ’em” from your own 
football field of green with its thin 
white tape marking the five-yard 
lines and the little goal posts at the 
ends. A pair of shoes marks each 
player. Football or any men’s out- 
door shoes will carry your message. 
Line up the two teams—the football 
in the middle. And study the rest of 
the ideas. They’re good. 
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HE retailer needs no justifica- 
tion for existence. Everyone 
will admit the necessity of 
having stores to which they may go 
at any time and make purchases. 
Very often, however, certain types 
of retailers are attacked as unneces- 
sary. And it is not unheard of that 
one type of retailer will attack an- 
other as being unfair and unneces- 
sary. 

The answer seems to be here, as 
in most such cases, that the unneces- 
sary retailers will die out. That is, 
if they are not performing a ser- 
vice for which they should be paid, 
they will be forced to go out of 
business through lack of customer 
support. 

Retailing is not as simple a game 
as it was fifty years ago—yes, one 
year ago. A tremendous amount of 
competition has entered upon the 
scene and it is not over yet. The 
customer has such a wide variety of 
outlets from which he can buy that 
each one of these outlets must be on 
its toes to get the business. The 
customer can buy at his neighbor- 
hood store, at the downtown stores, 
in big cities a hundred miles away, 
or from mail order houses a thou- 
sand miles away. 

Another factor that makes retail- 
ing a much more difficult business 
today, at least in some lines, is the 
great increase in the number of 
style goods and the emphasis laid 
on fashion. This means that the 
merchant must stress proper buying. 
In general he must buy in smaller 
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The Third of a Series. 
Next Week—lImproving 
Distribution. 


By ALBERT W. FREY 


Assistant Professor of Marketing, Amos 
Tuck School of Administration and 
Finance, Hanover, N. H. 


quantities than formerly, and he 
must exercise excellent judgment. 
No shoe retailer need be told this; 
he learned it some time ago. 

It is at least interesting to note 
the forms of retailing today and 
what they have in their favor and 
also what disadvantages they en- 
counter. 


NE of the earliest forms of re- 
tailing, if it can be called such, 

is house-to-house selling—the old 
peddler. At one time he was a very 
important factor in selling, in that 
most homes depended upon him 
alone for many of their supplies. 
We have commented on the itinerant 
shoe traveler in a previous article. 
It is a queer turn that the house- 
to-house salesman has been becom- 
ing stronger during the past few 
years. He has been and is success- 
ful in some lines but in many others 
he can never be important. Even 
so, there is prevalent a great wave 
of protest against him. Such an at- 
tack is in most cases unjust. To be 
sure, there are poor types of house- 
to-house salesmen but there are also 
poor types of department stores, 
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stores, or mail order 
Dishonesty can exist any- 
If all 
were 


specialty 
houses. 
where, but not for long. 
house-to-house propositions 
crooked, they would soon fail. 

House-to-house selling of shoes is 
relatively unimportat. It can never 
gain a great foothold for at least 
three reasons. In the first place, 
style is too important a factor in 
shoe buying. The average customer 
wants style and wants to shop for it. 
He realizes that the salesman calling 
at his house does not always have 
the latest styles. Next, too great a 
deposit is generally required. The 
customer feels he is taking some- 
what of a chance in dealing with 
strangers and does not like to put up 
too large a deposit. Thirdly, there 
is always the question of fit in buy- 
ing shoes. Most people want to 
actually try on the shoes they are 
going to purchase. The house-to- 
house man can get some country 
trade but little elsewhere. 

The general store and the spe- 
cialty store appeared at about the 
same time in this country, but the 
specialty store preceded the general 
store in Europe. Both were in ex- 
istence here in Colonial days. 


HE general store has the sup- 

posed advantage of personal con- 
tact between merchant and customer 
and, following out of this, the proper 
allowing of credit to customers. 
Their operating expenses are gener- 
ally low. Their advantage of location 
has been dealt a blow by the advent 
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of the automobile and good roads. 
They compete directly with city 
stores now in addition to mail order 
houses. They have small stocks in 
each line and small buying power. 
Picture the range of styles and 
prices obtainable in the city as com- 
pared with those in the general store 
in the country. 

The specialty store is the principal 
outlet for shoes today. It is strong 
in that the attention of the manage- 
ment can be devoted to this one store 
and its problems. It can have a well 
balanced stock and quick turnover. 
Its task is not simple, however, for 
the specialty store is not only com- 
peting with other specialty stores 
but also with department stores, 
chain stores, and mail order houses. 


HE department store’s many 

theoretical advantages, such as 
large purchasing power, centralized 
departments, expert supervision and 
advertising economies, are offset by 
a high cost of doing business, due to 
the great competition in this field. 
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Department stores have vied with 
one another in giving service of all 
sorts until their operating expenses 
are now as high as and often higher 
than many specialty stores. 

The mail order house was going 
to drive all other retailers out of 
business in a very few years, accord- 
ing to the prophets. People who 
made such predictions were quick 
to see the advantages of mail order 
houses but slow to recognize the dis- 
advantages, such as a lack of per- 
son relationship with the customer, 
delay in delivery, lack of service and 
the inability of the customer to see 
the goods before he purchased. 
While mail order houses are selling 
a great many shoes, they cannot go 
much further because of the disad- 
vantage of trying to sell such a 
style article as shoes. No, they have 
not or will not kill other shoe dealers. 

The advent of the chain store also 
was dreaded. Here was an organ- 
ization that had everything in its 
favor and would wipe the indepen- 
dent retailer off the map. But has 
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it? Isn’t the independent retailer 
a better merchant today because of 
the chain store? The ways in which 
independent retailers can meet and 
have met the competition of chain 
stores have been told in this maga- 
zine enough times so that repetition 
is unnecessary. 


ERE, then, we have the out- 
standing forms of retailing to- 
day. There is room for all of them. 
No one of them has the field to itself. 
They can all operate at a profit as 
long as they merchandise on sane 
lines. Once they fail to analyze con- 
ditions and operate accordingly, they 
will be and should be eliminated. 
The person who believes we have 
too many kinds of retailers today 
has not begun to worry. Note the 
organization of chains of department 
stores. Observe that the mail order 
houses are now beginning to operate 
retail stores in several large cities. 
What next? 
“Improving Distribution” will be 
discussed by Mr. Frey next week. 


Making Plans Early for Next Boston 


T a meeting of the new Board of 
Directors of the New England 
Shoe and Leather Exposition and 
Style Show, Inc., Oct. 28, Everett 
Bradley of Hazen B. Goodrich & 
Co. and the Bradley Shoe Co., Haver- 
hill, Mass, was elected President, 
succeeding Albert F. Bancroft. 
Major Charles T. Cahill of the 
United Shoe Machinery Corporation, 
Boston; William H. Bresnahan of 
the Bresnahan Shoe Co., Boston, 
and Charles T. Heald of the Stetson 
Shoe Co., Inc., South Weymouth, 
Mass., were elected Vice-Presidents. 
The selection of Mr. Bradley as 
head of the organization sponsoring 
the Annual Boston Shoe and Leather 
Fair is significant of the growing 
activity and influence of the younger 
generation in the affairs of the New 
England shoe and leather industry. 
Mr. Bradley is one of the recognized 
leading spirits of the “juniors” and 
already has made a reputation for 
himself in Haverhill along this line. 
His election as President is an as- 
surance that the high standard set 
by the 1925 Boston Fair will be 
continued in next year’s exposition. 
Immediately following the Di- 
rectors’ meeting, there was a largely 


Style Show 


EVERETT BRADLEY 


Newly elected president of the 
New England Shoe and Leather 
Exposition and Style Show, Inc. 


attended and enthusiastic conference 
of Boston Fair exhibitors at the 
rooms of the New England Shoe & 
Leather Association, there being 
some 60 firms represented and the 


meeting being the largest of its 
kind ever held. 

Retiring President Bancroft in- 
troduced President-elect Bradley to 
preside, and the new President 
pledged his loyalty to the Fair and 
to the New England shoe and leather 
industry generally and asked the ex- 
hibitors to give him their hearty 
support. : 

There followed a full and frank 
discussion of plans for the 1926 Ex- 
position, the result being a practi- 
cally unanimous vote to conduct the 
Exposition along the same lines as 
that of 1925, including the new 
Style Revue policy, with as many de- 
sirable new features as possible. 


LREADY nearly one-half of this 
year’s exhibitors have agreed to 
take spaces in the 1926 midsummer 
Fair, and judging from the unanim- 
ity and enthusiasm which charac- 
terized the exhibitors’ meeting, the 
1926 enterprise will be fully as suc- 
cessful as this year’s. 

President Bradley will later ap- 
point the various working commit- 
tees. The organization in its six 
years of activity never has launched 
its campaign at such an early date. 
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“Stop “Sloppy” Sales Talk 


HERE is a very old and very true: saying: 
“The child of today is the man of tomorrow.” 
And that should cause every shoe man to give 
thought to the matter of careful attention to chil- 
dren in the store. That little boy you just now 


fitted to a pair of new shoes will be a man before: 


you know it. Only a few years and he will be 
buying shoes for a little boy of his own. 

Where will he buy them? Will you have his 
trade ten years from now? 

Much depends upon how well he is handled 
when he comes into your store. 
long memories. Almost every reader of the RE- 
@ORDER can look back to his boyhood and recall 
some grown person who offended him and his 
youthful ideas of dignity and propriety. 


Children have 
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Children have a certain dignity which is easily 
affronted. They remember little slights and 
never forget a wrong no matter how unintentiona| 
or innocent. 

For example, the writer to this day dislikes 4 
certain old fellow who called him “Bub,” long, long 
ago. A boy likes to be called by his own name or 
his pet nick name. Be it “Red” or “Spike” or 
“Tug” if the name is conferred upon him by his 
own fellows he likes it. But the surest way of of. 
fending him is to call him by a name of your own 
choosing. 

One of the most successful shoe salesmen in 
children’s department learns the real name of each 
child that comes to him for shoes. He usually 
knows his boys by their actual names or pet 
“monickers.” Never is he guilty of undue fa. 
miliarity with any boy or girl. Never does he ad- 
dress a youngster as “Sonny” or “Buddie” or 
“Kid.” He gets away with this line of talk: 

“Hello, big fellow, how’s tricks? New kicks to- 
day? Well, sit here and let’s see what can be done 
about it.” 

That sort of talk goes with the average boy be- 
cause he feels that he is accepted on the same terms 
as his big brother or his father. 

Little girls are even more dignified than boys 
and resent anything that savors of patronage or 
“talking down” to their small size. Baby talk or 
too much sweetness offends them. 

Never by any chance should a shoe man address 
a little girl as “Sister” or “Sweetie” or “Doll 
Baby.” Those terms of endearment are sacred to 
her own family and she does not want any shoe 
man using them. 

A very excellent shoe saleslady tells us that she 
usually addresses little girls in this fashion: ‘Good 
morning, young lady.” Sometimes she says: “Well, 
dear, what can I do for you?” 

It is not SO much what you say as HOW you say 
it. And a’'smile accompanying it is all to the 
good. Not.a grin, not a smirk, but a real, whole- 
some, actual smile that comes from the heart. 

If you want to know the way to a child’s heart 
take a.few lessons from a kindergarten teacher. 
It is the business of these charming persons to 
know and understand just what is pleasing and dis- 
pleasing to a child. 


Don’t Let Local Associations Die 


N union there is strength. Many men working 
together can accomplish what is quite impos- 
sible when working alone and against each other. 
The man who tries to live unto himself.and work 
alone is lost from the start as viewed from the 
broad standpoint of success today. 
The program of any local association should 
cover every question that enters into the operation 
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of a retail store during the year. Open your meet- 
ings up to questions and suggestions. This will 
create interest and draw out much knowledge. If 
these things are taken up in a logical manner at 
each meeting and the members advised in advance 
of the subject, so as to come with plenty of ques- 
tions and suggestions, you will get the desired re- 
sult. I am a firm believer 
in monthly meetings 
wherever possible, this 
necessary in order to ac- 
complish the most good. 

Good speakers from 
other branches of the 
business will be a great 
help to your association 
work. The cost of belong- 
ing to your association 
may properly be charged 
to the overhead expense 
of your business for it is 
for the benefit of your 
store just as much or 
more than any other item 
of expense. 

Belonging to the local 
is a small expense that 
pays a big dividend, if 
you are there to pick it 
up at each meeting. It is 
a pretty mean business 
that cannot afford to have 
a good association work- 





One of the style authorities at last week’s con- 

ference passed out in the Hotel Astor lobby—he 

had addressed the meeting saying every gentle- 
man should possess eighteen pairs of shoes. 
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er now—but there are grades and grades within 
grades, which are made so by natural elements— 
such as cold weather or warm weather, thin and 
plump animals; poorly fed, or well-fed animals— 
steers, or cows—young animals of from two to five 
years (known as “young beef”) or in the older 
runs. Any of these influences can convert an 
otherwise prime skin into 
one of inferior quality, or 
vice versa. 


Why Business Is 
Changing 

N earlier days when 

people were required to 
walk more and climatic 
conditions were a greater 
factor in the selection of 
footwear, style had, in 
large measure, to be sec- 
ondary to utility. Now 
transportation is flexible 
and convenient. Comfort 
is assured to the great 
mass of people and utility 
is in many instances mere- 
ly an adjunct to appear- 
ance. A greater range of 
personal taste and dis- 
crimination enters into 
the purchase of merchan- 
dise as a result of a 








ing for the benefit cf its 
members and in the inter- 
est of the patrons of each merchant. 


Sole Leather Variability 


ERE weight of soles—double thick and extra 

taps—don’t mean always more wear—the 
outer sole is the one that determines the life of 
the shoe. 

Sole leather men state that light weight steers 
and cows are the most in demand at the present 
time for soles. Steer hides bring several cents a 
pound more than cow hides. Heavy steers always 
sell for a cent or two a pound more than light steers. 
However, very heavy steers are “druggy” as the 
leather trade say—they are used more extensively 
by the findings people than by the shoe leather 
houses. The average steer hide used for sole leather 
will weigh from 54 to 56 lb. They have been used 
in the past as heavy as 80 1b. As a rule, no hides 
that are under 40 to 42 are used for sole leather. 

To sum up the situation, during the war the shoe 
manufacturers made shoes for all of the people of 
America, and for the allied armies. There was 
plenty of leather then—and there is plenty of leath- 


changed economic situa- 
tion. Over-competition has created a greater pro- 
duction of novelty merchandise than can be sold 
and the retailer is unwilling to speculate on the 
uncertainties of public taste. Therefore, he leaves 
the speculative effort to the manufacturer and 
buys after the public has expressed its preference, 
but he wants merchandise promptly when that 
time arrives. . 














Coming— 
A New Recorder Feature 


The Boot AND SHOE RECORDER an- 
nounces the inauguration, in the near fu- 
ture, of a new department—The Recorder 
Forum. In this will be published com- 
munications from our readers. Subscribers 
to the BooT AND SHOE RECORDER are in- 
vited to write on any subject which they be- 
lieve to be important enough to warrant 
discussion. The pages of the RECORDER are 


| open to them. 
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Seeking the Motives Which 
Make People Buy 


Footwear 


Plus Five Steps to Be Taken in Preparing 
Your Advertising Appeal to the Public 


By O. K. Johnson 


normal elements in the char- 
acter of existing business 
conditions. So much that 


ETAIL shoe men are particu- 
larly loath to recognize the 


business success links up very 
closely with the recognition of 
right principles and the se- 





was abnormal in business 
thought marked the first 
post-war years, that the at- 
titude of many shoe mer- 
chants toward business in 
general, and toward their 
own business in particular, 
has become rather warped. 

They seek new formulz 
for business accomplish- 
ment and success in place 
of the old-established busi- 
ness principles on which 
merchants used to rely for 
success. An altered aspect 
of business conditions, they 
feel, demands new business 
principles, mottoes and slo- 
gans. They look for inno- 
vations in advertising, too 
—something different, 
unique, clever, a startling 
and enticing approach, an 
irresistible appeal. 

The truth is that the 
business principles that 
were good in the days of -— 
A. T. Stewart in New York 
City, and when John Wanamaker 
opened his store in Philadelphia, and 
when Marshall Field was building 
the foundation of his great business 
structure in Chicago, are good prin- 
ciples everywhere today. Human na- 
ture is the same today as then, in all 
fundamental aspects. 

The way to do business with men 
and women, to their satisfaction and 
to your profit, is the same. The way 
to approach them, to touch them, to 
convince them, to influence them to 
do business with you, is the same. 
The shift of business circumstance 
is revealing with great clarity what 
is good and what is bad in policy 
and methods, and is emphasizing 
with tremendous force the fact that 
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HERE are few men 
in the country bet- 


ter qualified to discuss 
retail advertising than 
Mr. Johnson, the author 
of this series. He 
served his apprentice- 
ship with the Rochester 
(N. Y.) “Democrat and 
Chronicle,” then held successively the ad- 
vertising managerships of the Bausch & 
Lomb Optical Co. and Henry Likly & Co. 
He “busted into the shoe game” as adver- 
tising manager of William Eastwood & 
Sons Co., where he also acted as floor man- 
ager and where he had an opportunity to 
learn the motives which actuate men and 
women in buying footwear. In May, 1914, 
he became an associate editor of the Boot 
AND SHOE RECORDER, but the lure of adver- 
tising was too strong and we find him now 
back in his home city practicing his pro- 
fession as advertising counsel. 


store advertising should be 
interesting and profitable 
both to shoe merchants who 
advertise and to those who 
do not, encouraging the lat- 
ter to believe in advertis- 
ing as a business-building 
force effective and produc- 
tive when rightly directed. 
Such a study should prove 
particularly helpful when 
directed specifically to the 
advertisement itself—what 
it should be and what it 
can be made, what it should 
say and how it should speak 
its message. 

If you would like a sort 
of general guide to pro- 








lection of right methods. It is 
equally clear that business, when un- 
principled, unenergized and unsuper- 
vised, is approaching the end. 


UR discussion of retail shoe ad- 
vertising will have in it very 
little to gratify the men who are look- 
ing for a business millenium. Here 
they will find only an effort to present 
@ sound viewpoint, to emphasize 
essential factors in good, reliable 
methods of writing. forceful and 
protable advertisements, and to give 
expression to certain principles 
which should control the manage- 
ment of shoe advertising in the re- 
tail stores of this country. 
A thorough study of retail shoe 


cedure in planning your ad- 
vertising and preparing 
your advertising copy, here it is— 
five steps to take in preparing your 
advertising copy: 

The first step is a study of human 
nature, with the intention of dis- 
covering the fundamental emotions, 
instincts, desires and needs embody- 
ing the various motives which impel 
people to buy merchandise. Unless 
you know what these are, you can 
hardly make a deliberate, effective 
appeal to them. 

The second step is to examine this 
list carefully and check off those 
feelings which are in any way af- 
fected, either preliminary to the se- 
lection of shoes and to the perform- 
ance of the act of buying them, or 
in connection with any stage in the 
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transaction of purchase. The feel- 
ings scheduled in this smaller, se- 
lected list will be those which are 
satisfied through the purchase, pos- 
session and use of footwear. Such a 
list will give you all the motives 
which move people to buy shoes. 

The third step is the study of your 
shoes and of your store service, in 
order to determine the qualities or 
characteristics of your shoes and the 
features of your service which you 
may use as buying appeals, to touch 
and stimulate human feelings, and 
influence people to buy your shoes in 
your store. This study of store and 
merchandise, in the light of 
the selected list of buying 
motives resulting from the 
first and second steps above 
suggested, is an analysis and 
judgment of what you have 
to sell; it gives you a com- 
plete memorandum of what 
would popularly be called 
your selling points. 

The fourth step is a scru- 
tiny of these selling points, 
the elimination of those 
which are weak, hackneyed 
or otherwise unsuitable, and 
the selection of those which 
promise to be most forceful 
in stimulating human action. 
You will decide that it would 
be foolish to say some 
things, that some should be 
said only incidentally and 
occasionally, and that some 
should be said emphatically 
and frequently. The final 
result of this step is to show you 
exactly what the message in your 
advertisements should be. 


HE fifth step is to study how 
these appeals, which you have de- 
cided upon, may be expressed in lan- 
guage that will be most effective in 
influencing people to buy your shoes. 
Thus you will learn how your adver- 
tising message should be worded. 
More than this is, of course, in- 
volved in the third step, for here you 
are called upon to examine all the 
elements that constitute the unity of 
an advertisement — not only the 
words, but such questions as size of 
advertisement, style and size of type, 
character and size of illustration, 
border, signature, use of white 
space and all the other details of dis- 
play arrangement. All these ele- 
ments are important, because your 
advertisement is the only thing 


within the field of your advertising 
which some of your customers may 
see, and which, therefore, may be 
your only means of influencing them 
to buy. The function of these ele- 
ments in an advertisement is to cor- 














roborate, strengthen and sustain the 
proposition in the message expressed 
in the text of the copy. ; 

But at this stage of our discussion 
we shall give particular attention to 
the textual content of the advertise- 
ment, a field of inquiry that is of 
chief importance because the effect 
of your advertisement upon the emo- 
tions and thought of your customers 
greatly depends upon the language 
you use. Fully 60 per cent of the 
value and effectiveness of a series of 
advertisements is in the text in the 
headline and in the remainder of the 


copy. 
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that what you offer will meet their 
needs and their desires. Unless they 
have such feelings they do not buy 
from you. 

The following cases are introduced 
for the purpose of illustrating some 
of the motives which influence people 
to buy various kinds of merchandise. 

Suit of clothes—A man buys a 
suit of clothes, not for the sake of 
the few pounds of wool and the other 
materials that go into its making, 
but for style, fit, attractiveness of 
fabric and color, cozy warmth for 
winter and comfortable coolness for 
summer. 

Typewriter. — An office 
man buys a typewriter and 





Mr. Johnson Advises You to Do 


These Five Things 


First—Study human nature and learn 
what emotions must be appealed to in 
selling. 
Second—Check this list of emotions 
and decide which ones shall be ap- 
pealed to in each case. 
Third—Study your store and your 
shoes and decide what you have to 
offer. 
Fourth—Scrutinize this list and elimi- 
nate those points which are weak or 
which have been worked to death by 
others. 
Fifth—Study how these appeals can 
be translated into effective language. 


As an approach to a scientific 
study of human buying motives as 
affecting the purchase of footwear, 
and a systematic analysis of the 
buying appeals of shoes, the follow- 
ing preliminary observations will be 
suggestive and helpful. A little self- 
questioning may be useful. 

What have you,.a shoe merchant, 
to offer your. customer? Merely a 
few pieces of leather and fabric, 
stitched together with thread? 

No merchant could sell shoes for 
the sake of the mere materials that 
enter into their construction. 

Why do people -buy shoes, anyway ? 
For the same reason that they buy 
anything. 


HY is it that folks buy things 

of any sort? Not for fun, of 
course; although the merchant 
should see that the experience of 
buying goods in his store is made a 
pleasure. And not merely to spend 
money because there is money to 
spend and there is a joy in spending. 
Folks buy because they feel some de- 
sire or some need. And they buy 
your merchandise because they feel 









uses it instead of handwrit- 
ing, not for the metal in it 
or for its mechanism or for 
its price appeal, but in or- 
der that he may do his writ- 
ing rapidly, and that what 
he writes may look neat, leg- 
ible and business-like. 


ILING Cabinet.—A_ man 

equips his office with a 
filing cabinet, not because of 
the materials in it or the 
cleverness of its construc- 
tion, but because the cabinet 
makes it possible to file cor- 
respondence in a: systematic 
way that permits the quick 
finding of any letter when- 
ever desired. 

Physician’s Service .— 
Folks call in the doctor not 
to buy his pills and potions, 
but to buy relief from pain and to 
obtain physical comfort and health. 

Dentist’s Service—Why do folks 
do business with the dentist? Not 
for the sake of accumulating the gold 
with which he fills cavities or for the 
worth of the materials which enter 
into the construction of a full set of 
uppers and lowers. They go to the 
dentist because he sells relief from 
suffering and ability to enjoy the 
taste of food and profit from its 
nutritiousness through mastication. 

Coffee.—The housewife buys cof- 
fee, not because there is any ad- 
vantage in having a lot of brown, 
dry berries in the house, but for the 
sake of the delicious aroma and 
flavor at breakfast or dinner. 

Foods.—If you are a man who op- 
erates on the three-meals-a-day plan, 
what motive have you for eating any 
food in preference to another? The 
value of food, considered rationally, 
is in its power to furnish sustenance 
and nourishment to the body. But 
how often-do you think of that when 
you are eating? You may possibly 
think of it now and then if you be- 
long to .the company of fat men 
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and look upon the body-building 
power of food as a disadvantage. 
William James says: “Not one man 
in a billion, when taking his dinner, 
ever thinks of utility. He eats be- 
cause the food tastes good and 
makes him want more.” And the 
housewife selects her dinner ménu 
on the basis of the fact that she and 
her family enjoy the taste of certain 
foods and like to eat them. 


Hat and Shoes.—Why does her 
young man buy a new hat and a new 
pair of oxfords before calling upon 
the girl graduate? Because he courts 
her admiration and wants to present 
an engaging and winning appear- 
ance. 

In each of these transactions some 
feeling or emotion moved the cus- 
tomer to the act of buying. Like- 
wise, appeals that sell shoes are ap- 
peals to the emotions. The buying 
of shoes is nearly always done be- 
cause the buyer is moved by impulses 
and desires. Senses and emotions 
are stimulated and action is instinc- 
tive. The conclusion is that if you 
want to sell shoes you will succeed 
in proportion to your success in pro- 
ducing advertisements that stimulate 
the senses and emotions. Primarily, 
your task is not to sell shoes, but to 
sell the need or desire which shoes 


can satisfy. The president of the 
Simmons Hardware Co. made this 
idea quite clear to his salesmen by 
saying: “Don’t sell augurs. Sell 
holes; and then the people will buy 
augurs to make the holes.” 

While the buying of shoes is 
rather seldom an intellectual proc- 
ess, you will appreciate the fact, of 
course, that you cannot overlook and 
ignore all appeals to the intellect. 
Intellectual appeals deal with such 
practical considerations as the dura- 
bility of shoes, their dependability 
in the service required of them, and 
economy in making the purchase. 
These utilitarian desiderata influ- 
ence the determination to buy shoes 
and in many instances the selection 
of shoes, also. They are most influ- 
ential in those circumstances where 
customers make mental comparison 
of qualities and prices, as illustrated 
by different items of stock which 
your store submits for inspection, or 
as found in your store and in the 
stores of competitors. This type of 
buying motive will be discussed later. 


HOE merchants frequently over- 
look one point when they are 
studying the problem of competition. 
When you ask yourself what compe- 
tition your store must face, do not 
make the mistake of thinking only 
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of those stores in your community 
where shoes are sold. Do not limit 
your advertising and sales efforts to 
an attempt to influence the people 
in your territory to buy shoes in 
your store rather than in other shoe 
stores. With the consumer it is not 
alone a question of where the next 
pair of shoes shall be purchased, but 
whether shoes shall be purchased in- 
stead of an automobile, radio set, 
French hat, silk underwear, candy, 
theater tickets, a marcelle wave or 
something else. This sort of compe- 
tition is so very real, intense and 
unceasing that it becomes your first 
task in your advertisements to arouse 
the primary emotions that move the 
consumer to buy shoes. It is only in 
a secondary degree that you may ap- 
peal to consumers to buy in your 
store rather than in another. Very 
important, therefore, is your choice 
of appeals to fundamental emotions. 
This is why you will find that many 
a successful advertisement presents 
a strong emotional appeal very prom- 
inentiy, and supplements the major 
appeal with an appeal of another sort 
appearing less prominently in the 
display. Thus used with care, two 
appeals in the same advertisement 
may make the advertisement strong- 
er and more effective than can a 
single appeal. 


An ingenious shoe trim devised by the Outlook Company of Providence, R. I., in exploiting “Butterfly Brand’ 
shoes purchased by Buyer Irving S. Farbstein. The butterflies on the wall were fashioned of metal and painted. 


Fall flowers—crysanthemums and dahlias—were used. 


“Butterfly” shoes were shown 


This window marked the fall opening and none but 








r 7, 192; 


November 7, 1925 





mmunity 
10t limit 
forts to 
> People 
hoes in 
1er shoe 
t is not 
he next 
sed, but 
ased in- 
lio set, 
Candy, 
fave or 
compe- 
Se and 
ir first 
arouse 
ve the 
nly in 
ay ap- 
- your 
Very 
choice 
tions. 
Many 
sents 
prom- 
najor 
r sort 
| the 
two 
ment 
‘ong- 
in a 





















































there are almost as many 
ideas. If a merchant attempted to 
have every line of shoes manufac- 
tured for ladies in every size and 
width, in every style and every kind 
of leather and heel, he still would 
lose an occasional sale. 

This only goes to show that the 
salesman on the fitting stool must 
be the master of the shoe fitting 
situation. This can only be done to 
a 100 per cent satisfaction to both 
customer and store if the salesman 
understands his line of business. 

This can only be acquired by a 
constant study of the person sitting 
before you. As a physician diagnoses 
his patient, likewise you must diag- 
nose the customer’s everyday sur- 
roundings and in that way assume 
and imagine the kind of shoe and the 
price this particular customer is 
able to pay. To illustrate:—judge 
by the kind of language your cus- 
tomer uses. A person of refinement 
may be dressed very plainly but still 
would lose all interest in the store 
and salesman if shown an inexpen- 
sive shoe. 


UT of the millions of people 
in the United States today, 


F the salesman is on the fence as 

to the price, he might say, “Did 
you wish to use this for general wear 
or for dress occasions?” If the cus- 
tomer says “I do not know, let me 
see some,” it shows the customer is 
undecided. 

If the customer is tall and slender 
and asks for a low heel because she 
doesn’t want to appear too tall, im- 
mediately show her where the 
muscles in the foot of a tall person 
are short and the natural inclina- 
tion of the foot in a sitting position 
with one knee crossed over the other 
will show the toes downward and 
the heel up. 

If the salesman will go through a 
small demonstration of this kind, he 
can immediately show this tall per- 
son that that is the reason low heels 
would prove tiresome because the 
muscles of the limbs are strained 
and that person must wear higher 
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By J. J. Eckhard 


Alton, Illinois 


“Bring your feet to us” is 
the first line that strikes 


your eye on the letterhead of 
Eckhard Bros. of Alton, IIL, 
who sell not only shoes and 
hosiery but operate a com- 
plete service station with shoe 


repairing as well, and they 
qualify as graduate foot spe- 
cialists. 

Joseph J. Eckhard hits the 
nail on the head in this story 
from his own experience. 





heels to get comfort. In speaking 
of this sort of discomfort, the cus- 
tomer will remember having had 
such discomfort some time before 
and will immediately believe that 
the salesman knows what he is talk- 
ing about. 

If this information sinks in, you 
should then see that the store gets 
paid for your knowledge in the way 
of interesting the customer in a 
higher priced shoe, telling her that 
the condition of this sort of foot, 
that is to say, being narrow at the 
heel, requires a better kind of foot- 
wear for men who understand last- 
making must know something about 
the human foot in order to have it 
fit her kind of foot after the shoe is 
made over this properly fitted last. 

Tell her that in walking, the heel 
will not rotate to the right nor to 
the left when the shoe is fitted nar- 
row in the heel. This is another 
item that will interest her for past 
experiences will also teil her, un- 
consciously that the salesman knows 
what he is talking about. 


F the footwear you take off the 

customer has lots its shape, pick 
them up, show them where the ball 
of the foot is in the worn.shoe, com- 
pare it with the one you fit on her, 
show her the wrinkles at the ball 
of the foot and tell her that the 
wrinkles are caused by a misfit shoe. 
If she says she paid more for the 
shoes than she was going to pay 






Selling Shoes Is Not a Problem 
If You Know Your Stuff 


for them this time, then tell her 
that she is not treating her feet fair- 
ly to expect a less expensive shoe to 
be better than the one she has just 
worn, after you have pointed out the 
ill-fitting qualities. 

If price is the only thing your cus- 
tomer is interested in, then sell her 
the best footwear you can possibly 
give her. However, she will never 
forget what you told her, and if you 
are building a business, it is better 
to lose that sale than to misfit the 
customer after your intelligent sales- 
man talk. This will often happen 
if you are talking to a $7.50 cus- 
tomer and trying to sell her a $10 
shoe. She will eventually buy a $10 
pair, but it will be several visits to 
the store before she will see it con- 
clusively. 


Brown Shoe Co. to 
Broadcast 


St. Louis—The Brown Shoe Co. 
has just completed arrangements, 
together with nine other institu- 
tions, to broadcast over what will 
be one of the most powerful radio 
stations in the United States. The 
new plant will cost $107,000 and a 
similar amount is expected to be ex- 
pended for maintenance and pro- 
grams. The station will be located 
sixteen miles outside of St. Louis. 
Three studios will be maintained, 
one in the heart of the business dis- 
trict, another on the local Board of 
Trade and the third in offices of the 
St. Louis Globe-Democrat. The sta- 
tion is expected to put its initial 
program on the air Christmas Eve. 


Potter’s Conducts Contest 


CINCINNATI. — The Potter Shoe 
Company is conducting its first fall 
sales contest among the members of 
its staff. The store is divided accord- 
ing to floors. The basement is called 
“the subway,” the main floor “the 
surface,” and the second floor, han- 
dling children’s shoes, “the elevated.” 
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to a 
HOSTS TO TEXAS cons 
B. L. Dillingham, Sr., and x 
B. L. Dillingham, Jr., lead nies 
off, with H. P. Eklund, floor na 
titic 

manager, at the lower left 48 

and J. P. Townes, credit 

manager, at the right flur 
ger, ght. va 
tha! 
Mrs. G. A. Kennedy, mana- imp 


ger of Hosiery Dept. 
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HE Dillingham Shoe Co. of 
Austin, Tex., recently held a 
big birthday party. They had 
two genuine reasons for so doing. 
First, the establishment was thirty 
years old; second, the entire store 
had just been remodelled and refur- 
nished. With true Texas hospitality, 
the Dillinghams invited the whole 
central part of the State to come. 
This invitation was broadcasted 
through the medium of page adver- 
tisements in the Sunday papers. It 
was conservatively estimated by 
Lynn Dillingham that more than 
3000 people were in attendance be- 
tween 8 and 10 p.m. “The party was 
a real success.” 
“You see, this store serves mother, 
dad, brother, sister, one and all alike, 
and we want them all to come out 


and enjoy our hospitality, to see the 
store, drink a glass of punch with us 
and a little later on enjoy the dance,” 
B. L. Dillingham said, as his father, 
founder of the business and direct- 
ing head today, nodded his approval. 

For the past five months Dilling- 
ham’s has been undergoing interior 
building improvements which are to- 
day complete. The sliding ladders 
have been entirely removed and in 
their place there is a balcony along 
the length of either side of the 
building. A cork covering has been 
laid on the floor, a new ceiling in- 
stalled, the downstairs office re- 
modeled, and individual showcases 
placed about the store on either side, 
displaying to an unusual advantage 
latest modes under the flare of elec- 
trical illumination. 





Satisfy the Customer—<All Ways” 


“B. L.” and “Lynn” of Austin, Texas 
Open Up with a “Wow” 


The balcony and the woodwork is 
of California polished gum and gives 
an attractive finish to the fixtures. 
Nickel ladders, built jam-up against 
the walls, give access to the bal- 
conies, which are finished with bal- 
ustrades. 


ROBABLY the most impressive 

improvement is the individual 
miniature showcases, housing only 
two or three shoes, displayed, some- 
time with hosiery, under soft lights. 
This scheme of illumination is car- 
ried out generally throughout the 
store, the effect being especially 
noted in the concealed globes under 
the balcony. Large mirrors, on 
either side, are located so as to be 
an aid in serving the customer and 
yet these are placed quite carefully 
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to appear propitious and rather in- 
conspicuous to the general scheme of 
the place. 

While the sliding ladders have 
peen eliminated along with the par- 
tition in the middle of the store, the 
48 opera chairs, which caused a 
flurry in retail circles when they 
were introduced by Dillingham more 
than a year ago, are retained. The 
improvements give the store a more 
comfortable appearance, a better dis- 
play of its stock and at the same time 
300 feet additional floor space. 


L. DILLINGHAM has liter- 
B. ally grown up in Austin, being 
born there and starting as a shoe 
clerk at a salary of $15 a month and 
rising to the owner of this modern 
show place. That’s the romance of 
business, when a young man with 
only $450 in cash may go to a banker 
and get a line of credit for $5,000 
without any security: save his own 
reputation. Mr. Dillingham found 
time to devote considerable of his 
energies to the upbuilding of the 
city, serving in various ways in the 
Chamber of Commerce. 

“Integrity in business and cus- 
tomer satisfaction always.” 

That’s the axiom of B. L. Dilling- 
ham, Jr., better known in American 
Legion circles and among his busi- 
ness associates as “Lynn.” 

While the junior member of the 
firm of the Dillingham Shoe Com- 
pany will tell one all about his 
father’s early struggle and how he 
guided the destinies of the store into 
the smooth waters of present-day 
prosperity, he talks little of himself. 
He will, however, discuss for hours 
the policy of Dillingham’s. 

“Everybody who enters our store 
must leave satisfied,” is one of Dill- 
ingham’s favorite remarks. “The 
personnel of our salesforce knows 
this and they always make a strin- 
gent effort to carry out such a 
policy.” 


B. L. Dillingham, Sr., is head of 
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the business, handles the finances 
and the office management. B. L. 
Dillingham, Jr., who was literally 
“raised up in the store,” handles the 
buying, has charge of the selling 
personnel and the advertising. Fif- 
teen years ago he entered the store 
after taking an academic law course 
for three and a half years at the 
University of Texas. He has*taken 
an active hand in the business ever 
since his entry, going east to buy 
shoes from twice to four times a 
year every year for the past fifteen. 

The junior partner probably gets 
more satisfaction out of selecting 
made-to-order styles for Austin so- 
ciety and sorority girls than any- 
thing else, unless it be handling the 
advertising for the store. In either 
line he has proven adept, and it has 
been his privilege to continue the 
process, started so long ago by his 
father, of molding integrity and ser- 
vice in the store’s advertising copy. 


¢¢7.OR thirty full years the house 

of Dilingham has been mold- 
ing a character,” Mr. Dillingham 
said. “As this business goes for- 


ward toward the half century mile- 
stone, those principles which have 
made the business what it is today 
will constantly be adhered to. 
“Thirty years ago this business 
was founded upon the self-same prin- 
ciple in force today—absolute integ- 


rity and satisfaction. 

“Taken by itself, the fact that a 
business has been in existence thirty 
years is not necessarily important. 


55 


But growth in business, steady 
growth during thirty years, is inter- 
esting. 

“It is interesting to its customers, 
who have played such an important 
part in its progress. Dillingham’s 
has lived and grown thirty years be- 
cause people wanted it to live, it was 
serving the people in ways that they 
wanted to be served.” 


“ND Lynn Dillingham believes that 
just as strongly as he believes 
in Austin. Why, he could talk to you 
all day about Dillingham’s high 
standard of service and still have 
lots to say when dusk began to fall. 
He’s absolutely full of the subject 
and, what is more important, he is 
quite able to instill such a splendid 
spirit into the minds and hearts of 
the personnel selling shoes on the 
floor of the House of Dillingham. 
“Time will never alter the prin- 
ciples of doing business, which were 
incorporated in this institution back 
in 1895 when it was only a small 
store in a rather small town. These 
are steadfast principles, and the 
passing of the. thirtieth milestone of 
time does not lessen their brilliancy 
—rather heightens it—as these are 
virtues which are everlasting,” he 
continues, and there is seen in this 
statement the son’s promise to carry 
on, after his father, the policy the 
parent has so soundly established. 
“Always shall the old-time quality 
of expert craftmanship be adhered to 
with a hint of tomorrow in advance 
style,” Mr. Dillingham says. 


The friendly front—all glass, nothing concealed—store 


revealed 
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What the Merchants 
of the United States 


Think Will Sell 
January to June, 1926 


Maurice Yoskins, chairman of the 
Children’s Styles Committee, reading 
his report to John Holden, acting 
chairman of the Women’s Styles 
Committee, and the four young ladies 
who gave a touch of color and a les- 
son in costume and footwear harmony 


gram is the N. S. R. A. questionnaire The merchants whose questionnaires 


meet in New York City, representing sent out by Chairman Harry C. Me are here presented serve as advisory 
merchants, manufacturers, tanners and Laughlin and Manager George M. style counselors for their communi- 
practically every branch of the indus- Spangler of the National Shoe Retail- ties. They give of the best of their ex- 
try as well. The basis of the style pro- ers’ Association. perience in an effort to forecast as far 


BS batairg: a year the Styles Conferences 








on tae. 


Seas tan Repeat Tate 


WELT TYPES FOR GENERAL USE WELT TYPES FOR SPORT WEAR 





NAME AND ADDRESS 
Patterns Lasts Materials Patterns Lasts Macerials Heels 





Combinations 
Colors, 
POE SHOE STORE, DO NOT SEL/L WELTS Leather 
Little Rock, Ark. ONLY IN CO/RRECTIVE §8 we | 
es 




















FRANK MORE, OUR SHOPS A|/RE BOTH SM/ALL AND EX/CLUSIVE. US|ING ONLY HI/GH STYLE ID/EAS 
San Francisco DO NOT SEL/L ANY WELT |OR SPORT SH|OES, SHOE RJETAILS FRO/M $12.50 TO $2/2.50 





on Post sewnan we — 
ROR Ae mere ema ee ARNE: oe 





Tan Calf Tan Calf 
DIAMOND SHOE Co., Oxfords Leading Patent] 8/8 to 14/8 Blucher and Elk in 
Milwaukee and Straps and Black Chiefly 11/8 Oxfords Broad Combinations 


th een ek ete 
Temata a i 








Calf, Buck, 
Medium, Suede in Sec- 
Full tions, Elk and 6/8 to 9/ 


D. J. BURKE, Oxfords, i 
8/8 to 14/8 
Fancy Leathers 


Rochester, N. Y. 1- and 2- 
Straps 





Colored Toe Elk and 
MORSE, HAYNES CO., : 12/8 to 14/8 | Caps. Facings Brogue Heavy Calf, 8/8 and 9/8 
Springfield, Mass. 1- and 3- red Ki Cuban and at Eyelets and Very Tan amd Broad 
E. B. Ward Straps T Spanish and Short Vamps Brown Base 

Quarters Combinations 


Step Ins and Patent, 2-, 3- and 5- Galt. Ce oe 

p Ins ‘atent, i ani , Combina- 

BELL’S BOOTERIES, 1-, 2- and 3- Tan Calf, 10/8 to 14/8 Eyelet Medium tions, with 9/8 to 11/8 
Nashville Straps Black and Block Combination Short Lighter 

Brown Kid Ties Materi 


Patent, ‘ Tan Calf and 

BYCK BROS. CO., Straps, Light Tan . ao ‘Medium and | Elk Combina- 
Atlanta Oxfords, Kid 10/8 to 1378 Wide Toes tions and Buck 

Pumps Leathers 





Brown Suede 




































































November 7, 1925 












the trend of style in 
their location. These 
reports, therefore, 
form a background for 
styling women’s shoes 
for the period of Jan- 
uary to June, 1926. 
Falling into custom, 
the merchants met in 
special session the day 
previous to the Joint 
Styles Conference. 
They devoted the en- 
tire day to a study of 
these questionnaires 
under the leadership 
of John Slater, serving 
as chairman. Some of 
the highlights brought 
out by these question- 
naires and_ supple- 








— mented by merchants 
uni- in attendance, follow: 
an. John Holden: “Welt 
far shoes have heretofore 
been neglected. We 
are selling more welts 
—— 







in advance as possible, . 





BOOT 














in plain effects and 
favor featuring the 
term ‘fashion welts.’” 


Fred Small of Bos- 
ton: “There is a big 
possibility in fashion 
welts for the opening 
of 1926. Those pat- 
terns that are sensibly 
attractive will find 
favor.” 

Mr. Slessinger of Bal- 
timore: “We have al- 
ways been large users 
of welt shoes. They 
are ideal for the pur- 








pose of morning wear 
and they are best in 
plain types, gores, one 
straps 
straight oxfords.” 

Charles Neering of 
New York: 
will dominate in welts.” 


or 





two 
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“Straps 


In Step with Fashion 


(1) A natural color sport frock with gravel shade hose and tan 
calf one straps with leopard trimmings. 


(2) Gray street costume, gray stockings and gray 
suede shoes with fancy one strap and trim- 
mings in calf. 


(3) Afternoon frock of brocade cloth with grain 
shade hose and black satin opera pumps. 


and 































(4) Evening 
frock with 
flesh hose 
and silver 

brocade slip- 

pers with 
spike heels. 



































TURN TYPES FOR 








AND INFORMAL WEAR 


GENERAL USE 


EVENING SLIPPERS 








Patterns Heels 


Materials Lasts 


Patterns 


Lasts 


Materials Heels 











NAME AND ADDRESS 






















Patent, Satin, 



































































0% Re agents 14/8 B Neo = 60% French Gold. 
% ents, ox ow Darker rench, Regents, and Gold Kid, 17/ ’ 
1 bod +? and Spike =< sae. 40% Medium Straps Medium Some P Suits POF te Rock, Arie 
—__ > ‘an 4 Brocad 
40% Straps Black Kid - 
40% Operas, Sil dG 
30%, Light Sim- 35% 4 f ite Medium om . Medium "Kid, White 5 
ple Straps, ot to to ight to Satin and B 75% 17/8 MORE, 
— 20% Buckle 40% 17/8 Guess French Simple Straps French cades, Dedes 25% 19/8 y ae 
Front Gores Material 7 
st fen etaing. | _‘oee 
Straps, , ° tin, Pum Silver and Gold High DIAMOND SHOE CO. 
—_. Gores with High i Black and Medi Chiefiy i i i i ; 
—— ig Ranke Pic wih um iefiy Medium Kid, Satin Spanish Milwaukee 
: Regents, Fancy Regent, Satin, Gold and 
Shoes will Con- Black Satin, Slightly Opera, Silver Kid 15/8 to 17/8 D. J. BURKE 
=. tinue Good in| 8/8 to 17/8 Patent, Narrower 1s 1 Modifi 4 i Roche % 
Popular Prices Black Kid Steaps ‘ Patent” ~— sada sineecet 
/3 
Gored Pumps 14/8 Patent, ,, Plai Satin, 14/8 to 16/8 MORSE, HAYNES CO., 
and High Satin, Short Vamp, Step Ins, Narrow Suede, een ‘ CSert : id, Mass. 
Some with Patent and French . Ward 


Instep and Spanish 


Suede in Toes 








Opera 








































Sil d 

, Step Ins, Bionde Kid, | Medium, Medium Gold, Kid 

D’Orsays, 12/8 to 17/8 Black Satin, Short, D’Orsays, Short Black an 14/8 to 18/8 BELL’S BOOTERIES, 
- Regents, tent Round Regent Round Colored Nashville 

Few Straps Grey Kid Satin 

D’Orsays, Block 10/8 to | Patent, Black D’Orsays, Silver and Gold! Cuban 12/8 to 

Step Ins, 13/8 Louis and] Satin, Tans, F Regent ; Kid, White andj 13/8, Spanish BYCK BROS. CO., 
= Straps, Spike Brown and Medium and Medium Colored Satin and Spike Atlanta 

13/8 to 17/8| Colored Kid ps to Match 15/8 to 17/8 
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The Basis of National Style Selling for 
the Period January to June 1926 





TURN TYPES FOR GENERAL USE 
AND INFORMAL WEAR 


SLIPPERS 





Patterns 


Lasts 


Materials 


Materials 


NAME AND ADDRESS 





Newark, N. J. 





Straps 
and Gores 


14/8 to 16/8 


Patent, 
Some Satin 
and Kid 


1 Straps, 
Gores 


Little 
Longer 
Vamps 


Silver Brocade 
me 
Satin 


14/8 to 16/8 
Louis or 
Spike 


J. H. WISE, 
Akron, Ohio 





35% I — 
PS, Straps 


14/8 and 16/8 


65% Tuten, 
35) 


Plain and 
Strap Pumps 


Medium 


Silver 
Black Satin, 
Gold 


14/8 and 16/8 


J. M. KELLY, 
North Adams, Mass. 





Step Ins, 
Straps, 
Operas 


14/8 and 16 8 


Patent, Black 
Black Satin 


andColored Kid, 


Operas, 
Step Ins 


Medium 
As Present 


Silver Kid and 
the New 
Broca 


14/8 and 16/8 


STRANGE & KELSEY, 
C. W. Kelsey, 
Binghamton, N. Y. 





Straps, 
Gores 


14/8 


Satin, 
Patent, 
Tan 


Straps 


Satin, 
Patent 


14/8 


J. L. PATTON, 
Schenectady, N. Y. 








gents, Sabots 
Buckle Effects 
Some Side 
Gores 


10/8 to 16/8 


Patent, 
Satin, 
Suede 


R 


Sabots, 
Simple Straps 


nts, 


Fancy Leathers, 
Satin, Silver, 
Gold Kid and 

mbinations 


12/8 to 16/8 
Nara 


A. A. HOWE & SONS, 
Boston 


S) (Hard to look ahead more than 


= 


first three months of 1926) 





Straps, Gores 
and Regents ~ 
Buckles 
Good 


11/8 to 17/8 


‘Pumps with and 
without 
Buckles, 

Also Straps 


Silver and 
Gold Cloth 
and Kid, 
Satins 


15/8 to 19/8 


A. S. RUBEL, 
Corinth, Miss. 











Step ap ine. Pumps, 
traps, 

‘Soo 

Effects 





12/8 to 16/8 


Colned Kid 


Plain Pumps, 
To Pumps, 
Light One 
traps 


Satin, 
Patent, 
Silver Kid 


16/8 to 18/8 


KOHLS SHOE CoO., 
Yakima, Wash. 








One Strap 


- 14/8 to 15/8 
Covered 


Cuban 


Satin, 
Patent 


One Strap 


Black 
Satin and 
Silver 


“Gate and 16/8 
uban —_ 


J. A. AMEY, 
St. Johnsbury, Vt. 





Step Ins, 
Buckles, 
Straps 


15/8 to 16/8 
Cuban and 
Spanish 


Black Satin and 
Collar Satin 
and Kid 
25% Tans 


1 Strap, 
Opera 


Satin, 
Silver, 
Kid 


15/8 to 16/8 
Spanish 


A. R. MANDERVILLE, 
‘Trenton, N. J 








Pumps and 
Simple Straps 


12/8 to 16/8 


Silver and Gold 
Kid Broca 
Satin, Patent 


13/8 to 18/8 


H. E. FONTINUS, 
mver 








Strip Pumps, 
wh Straps 
at By coma 

Outs 


12/8 to 15/8 
Cuban 


No. 1 Patent, 

No. 2 Dull Kid, 

No. 3 Brown 
Kid, 

No. 4 Black 
Satin 


Strip Pumps, 
Fancy Straps, 
Simple One 
Straps 


Silver and Gold 
id, White 
Satin, to be 


16/8 to 20/8 


NAPIER’S BOOTERY, 
Omaha 





No. 1 Step Ins, 
No. 2 Straps 


* 1, aa 

<e 

No. 2 , 13/8 
Spani 


No. 1 Patent, 
No. 2 Satin, 
No. 3 Brown 
Colored Kid 


Plain 
D’Orsay 
Pumps 


Modified 
Slightly 


No. 1 Silver Kid 
No. 2 White 


Satin, 
No. 3 Gold Kid 


17/8 to 18/8 
Spanish 


CHANDLER'S BOOT SHOP, 
Atlanta 








16/8 


Black Velvet, 
Black Suede 


Gold 
Silver 


J. W. ARCHIBALD, 
Ludlow, Vt. 





Pumps, 
Colonials, 
1 Straps 


13/8 to 16/8 


Patent, 
Satin 


Medium 


Silver and Gold 
Kid, White and 
Biack Satin 


13/8 to 17/8 


J. C. HART SHOE COoO., 
Indianapolis 





Pumps, with 
and Without 
Buckles, with 
and without 
Cut Outs, 
1 Straps 


15/8 Spike, 
17/8 Spike, 
12/8 Box 


Gun, 
Kids, 
Patent, 
Satin 


Silver 


Cloth 


15/8 


— 


SCHUYLER JONES, Jr., 
Wichita, Kans. 





Re 
Semi clonial, 
Simple and 
Fancy Straps 


10/8 to 16/8 


As in Welts, 


As in Welts, 
Modified 


Narrower 


ASIDE FROM 
WOULD NOT 


ONES NOW I 
HAZARD A G 


N EFFECT 
UESS 


F. W. SMALL, 
Boston 





Straps 


13/8 to 10/8 


Round 


Medium 


Black Satin, 
Patent, 
Some Velvets 


~ 13/8 
Some 
16/8 


FRED A. a aga 
Exeter, 





SAME AS WE 














Tras, 
ree Straps 





No. 1 t es 
No. 2 “White 
Kid 
No. 3 Silver 








13/8 to 16/8 
4 Ro 





W. O. KIRTLAND, 
Northampton, Mass. 
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the N.S. R. A. Styles Conference 


Survey of Women’s Styles Prepared for 





—_— 


NAME AND ADDRESS 





WELT TYPES FOR GENERAL USE 


WELT TYPES FOR SPORT WEAR 








Patterns 





Lasts 





Materials 


Heels 


Patterns 


Lests 


Materials 


Heels 





WM. STORCH, 
Newark, N. J. 


ae Pumps, 
Straps, 
%, Oxfords 


Pumps, 
Medium 


Round, Oxfords, 
Broad 


No. 1 16/8 
No. 2 15/8 
No. 3 10/8 


80% Oxfords, 
20% 1 Straps 


Full 





Tan Calf 


8/8 





50% Straps, 





Patent, Kid, 








J. H. WISE, 5% Oxfords, Medium Some Medium,| 15/8 Cuban Oxfords Medium Elk, Low or 
Akron, Ohio 25% Gore Tan Kid Some Calf Spring 
25% Tan Calf . Tan Calf and 
J. M. KELLY, 35% Oxfords, Medium % Black Calf| Oxfords 8/8 : Oxfords Medium Smoked Elk Spring 
North Adams, Mass. 65% Straps and Wide % Black Kid} Pumps 14/8 and Wide Combinations and 8/8 
SI E & KELSEY, Patent, Broad Elks and Tan ‘ 
ie elsey, -, 2-, 3- or 4 Medium Black hid 12/8 to 14/8 Oxfords, and Calf, Crepe and/ 10/8 and 12/8 
Binghamton, N. Y Straps as Present Tan Calf Few Straps Medium Leather Soles 





— 





J. L. PATTON, Straps Mcdium Black Kid 12/8 Moccasins Nature Elk 
Schenectady, N. Y Tan Calf 
S are Balt Bluch Pisoat Combs 
A. HOWE & SONS, traps, an ‘an Calf, ucher Pigoat Combi- 
> Boston Buckle Effects, Medium Black and 9/8 to 1478 Oxfords nations, 
(Hard to look anend more than] Some Side Vamps, Brown Suede in Cuban and Sport Round Boarded Tan 6/8 to 12/8 
first three months of 1926) Gores Refined Toes ——} Straps Col = 
man 








A. S. RUBEL, 
Corinth, Miss. 


Straps, 
Gore Pumps 


Medium 


Patent 
Kid 
Calf 


8/8 to 14/8 





Oxfords 
an 
Some 
Straps 


Medium 
and Full 


Low Rubber 
and Spring 





KOHLS SHOE CO., 


Yakima, Wash. 


Straps and 
Tongue Pumps, 
Some Cut 
Outs 





Medium 





Patent, 
Black and 
Colored Kid, 
Tan Calf 





10/8 to 12/8 





Oxfords and 
Cut Out 
Lace. Some 
Sandals 


Medium 
Short 


Tan Calf, 
Patent 


8/8 





J. A. AMEY, 
St. Johnsbury, Vt. 


2- and 3- 
Straps 


Medium 
Round 


Black Kid 
and Calf 


13/8 


4-Eyelet 


Medium 
Round 


Chrome Tanned 
Medium 
Shade 


6/8 to 8/8 





A. R. MANDERVILLE, 


Trenton, N. J. 





Straps and 
G 


ores, 
Higher Cut 
Patterns 





2% to 2% 
Inch Vamps, 
Medium 


Toes 





Black and Tan 
Russia Kid, 
Some Russia 

Calf 


12/8 to 14/8 
Cuban 


Straps, 
Oxfords 


Medium 


Tan 
Russia 





H. E. FONTINUS, 


Denver 





Oxfords, 
Straps 








Medium 
Round 





Tan Calf, 
Brown and 
Black Kid 


8/8 to 13/8 


Oxfords 





Medium 
Round 





Elk, 
Calf 


8/8 to 10/8 





NAPIER’S BOOTERY, 
Omaha 


Simple Straps, 
Colonials, 
‘ailored 


Pumps 


Medium Toe 
and Vamp 


ee. 1 Patent, 
No. 2 Brown, 

No. 3 Black Kid, 

No. 4 Tan Calf 


12/8 to 15/8 


Oxfords 


Medium 
Wide Toe 
Medium 
Vamps 


Tan On and 
Elk, Cham- 
pagne Elk and 
Combinations 


Spring 
8/8 to 1 5 /8 








CHANDLER'S BOOT SHOP, 
Atlanta 





No. 1 Ties, 
No. 2 Oxfords 





Semi 
Modified 





No. 1 Russia 


ait, 
No. 2Gun Metal 





J. W. ARCHIBALD, 


Ludlow, Vt. 





Oxfords 
and Pumps 


Medium 
Broad 


Calf 


No. 1 10/8 
No. 2 11/8 





Low 
and Cuban 








J. C. HART SHOE CO., 


Indianapolis 


DO NOT CAR 


Oxfords 


Full 





Tan Calf 
and Suede 
Trimmed 


Rubber 





SCHUYLER JONES, Jr. 


Wichita, Kans. 


Pumps 
2-Straps 


Medium 
Round 


Gun Metal, 
Kids, 
Patents, 
Satins 


15/8 to 17/8 
Louis 
12/8 Box 


Little Change 


Wide 


Elk 
Boarded 
Calf 


6/8 to 8,8 








F. W. SMALL, 
Boston 





Semi-Colonial 
and Straps, 
Simplified 
to Fancy 







Dime to 
Quarter Toes. 
Modified 
Narrower 


Tan, Rosewood 
and Black Kid, 
Fatent, Suede, 
Satin and Grey 
Materials 


12/8 to 15/8 
‘over 


and Leather 


WITH EXCEP 
JFASHION, I 8 
TYPES 


OR MATERIA!LS 


TIONS OF SO 
NECESS. 


Pa 


EE NO CHAN 


ME NEW COL/O 


R, 


RY FOR FUT|URE 
GES FROM P|RESENT 







































1-, 3-, 4-Stra ’ Black Kid 
FRED A. MOORE, 5-Eye Oxfo Medium, Patent, 13/8 to 10/8 Oxfords Wide Tan Calf, Low 
Exeter, N. H. Round Tan Calf Crepe Soles 
No. 1 Narrow 

W. 0. KIRTLAND ey Ug No.2 White Kad, 

; > on / : : Vo. ite Kid, No. 1 Oxfords, ight Colored ing H 
pton, Mass. No. 2 Side Gores Medium No. 3 Chestnut} 10/8 to 13/8 | No. 2 Broad Broad clks and cos Solan 

No. 3 Concealed Kid and Calf White Calf to 8/8 








One Straps 
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A National Picture of What Will Sell As 
Viewed By Merchant Style Counsellors 










NAME AND ADDRESS 








WELT TYPES FOR GENERAL USE 


WELT TYPES FOR SPORT WARE 








Patterns 





Lasts 





Materials 


Heels 


Patterns 


Lasts 


Materials : 





Heels 





EVERETT E. PETOT, 
eveland 
(What Is Selling Today) 





Straps, 
Oxfords 


As Had 


Brown yw 4 
Brown and 
Black Kid 


10/8, 14/8 


Oxfords 


As Had 


Tan Calf, 
Combinations 





8/8, 12/8 



























































——— 






woes 


a poten no 


Wide Strap, 


White Buck 


Oxfords, Black, Brown 
MILO A. SLADE, Straps, and Tan, in | 8/8to14/8 |DO NOT THI|NK IT ADVIS|ABLE TO 
Des Moines, Iowa Corrective Medium Kid and Calf Military MAKE ANY C/HANGE FRO/M LAST PERI/OD 
| Shoes thers and Cuban 
| White; Buck, 
i . s Tan Calf, 
} IMPERIAL SHOE STORE, Plain, Spring to 6/8 White 
Beaumont, Texas Simple Growing 
: in Favor 
| 
Z : No. 1 3-Eye ; No.1 8/8 
if THE B. & M., Inc., No. 1 Narrow Patent, Satin | No.1 14/8, Oxfords, No. 1 Light | No.t2 10/8 
i W. H. Fetzer, raps, Slightly Black, Suede, | No. 2 10/8, | No. 2 Straps, Medium Shades Colored} No. 3,Spring 
' Peoria, Ill. No. 2 Gore Narrower id No. 3 Military | No. 3 Colonial Round Elk 
) / Buckle Pumps Pumps No. 2 Calf 

















W. J. CLARK, 3-Eye Tie, Medium Tan and agg Blucher, Full and Nubuck Spring 
Plainfield, N. J. Very Few Round, Calf, 8/8 to 10/8 3-Eye Tie, Round Light Black or 8/8 
Oxfords Soft Box 1 Straps Trimmings 
Crepe Soles 
Tan Leathers, 
HARRY A. GIBSON, Black, Tan : Elk Combina- 
San Francisco Straps, Present and ite, Medium tions with Tan} Low or 
(Too Early ‘“To Guess” at Oxfords, Type According to [8/8 to 15/8 Oxfords and Full or Black. Plain Spring 
Badanee of Materials) Gores Location White or 
Combinations 











Sitssiesae 






W. J. CATMAN, 
Idaho Falls, Idaho 








Operas, 
2- and 3- 


Medium 
Narrow 
Toes 





Black and 
Brown Kid, 
Patent 


14/8 
Military 


Oxfords, 
Southern Ties 


Medium 
Full 


Black and 
Brown Calf 





8/8 















J. LANGLEY, 
Saint Paul 









an 
Strap Pumps 


Medium 


Brown Kid 
and Calf, 
k Kid 


and Calf, 
Patent 


10/8 to 16/8 
Block 


Lace Oxfords 


Broad 


Colored 
Calf and 
Elk 





Spring 

















CHESTER HEROLD, 
San Jose 








Medium 


No. 1 Patent, 
No. 2 Black hid, 
No. 3 Tan Calf, 
No. 4 Satin 


12/8 to 14/8 
Cuban 


Only 


Oxfords 


Broad 


Tan Calf, 
Smoked and 
White Elk 





6/8 and,7/8 












Ae RR pape igs moat 


Bleached and 























; 2- and 3- Tan Calf Smoked Elk, 5/8 to 12/8 
Straps. New Present Shades Patent,| 8/8 to 14/8 land 2 Mannish Full | Suede or White vate Lg 
JOHN G. BUCKLEY, Pleasing Ox- Medium Black and ther and Straps, Round, Will |Buck Combina- and 
Houston, Texas fords. Round Lighter Colors Rubber Also Oxfords Carry On tions Rubber, 
Regular Oxfords’ in Brown Kid Snappy Some Safety 
Trimmings 
| M. A. CONDON, Oxfords, 2- and Black and Low, Russia Calf, 
| ee Broad Straps, | Conservative | Rusa cat | “cmm™ | . Gone, vent - | Gemmaney | 15 lemme 
ps, mservative ussia ‘e Ties, B Some F; ili 
; Neat Patterns Patent Military 3-Eye Ties Stitched” _ oad 









J. T. WILLIAMS, 
Rochester, Minn. 








2-Eye . 
Few Oxfords 


Medium 








70% Calf, 
30% Kid 


12/8 to 15/8 


Medium 
Wide 


Calf 





8/8 to 10/8 


































































































Tan and Tan 
GERHART SHOE CO., Oxfords, . Kid, Mostl: Wider binati 
Bloomington, II. 3- and 4- Medium Patent Satins | 12/8 to 14/8 Oxfords Toes —- 8/8 Rubber 
Straps and Ties 
' LOUIS SCHEUER ap was Medi Black Kid 
} " ’ ’ 2/8 to 14/8 Bal Tan Calf Flat to 
i le, Va. 2- and 3- Round Medium Tan . Cuban Oxfords i 
—_— Strap Pumps Shade Calf re — ~~ Ned 
3-Eye Fancy Tan Calf, 
WALK OVER BOOT SHOP, Buckles, Round Mat Goat, 14/8 Ties, Round 
Lima, Ohio 1-8 Black Satin, ‘ Wide One oTroth "y asd 
Calf Straps Combinations 
i k Oxfords Medium Buck, Calf 
SULLIVAN CO., Pumps and Medium , Patent | 12/8 to 15/8 d Broad i F 
Providence, R. I. Straps Suedes af . Straps i, yt er 
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Merchants Go on Record for Next Year 
Indicating a Real Style Period Ahead 



































































































































































































































— 
TURN TYPES FOR GENERAL USE 4 
AND INFORMAL WEAR EVENING SLIPPERS 
, = NAME AND ADDRESS 
8 
= Patterns Heels Materials Lasts Patterns Lasts Materials Heels i 
—_ i} 
1/8 Pumps, Patent, Silver and Gold EVEREIT E. PETOT, ) 
Gore Step Ins,| 12/8 to 16/8 Satin Medium, Pumps, Medium Kid, Silver 14/8 to 17/8 Cleveland i 
ete One Straps Colored Kid Wide One Straps Narrow ?” Brocades (What Is Selling Today) 
Patent, Black 
Opera, Gore Satin, Black and Narrow ; 
and Buckle 8/8 to 14/8 | and Tan Kid | Toes. Depend-|NO CHANGE |FROM PREVI|OUS MILO A, SLADE, 
Pumps. Fancy Block and Calf Tans | ing on Grade SIX MONTHS’| PERIOD Des Moines, lowa | 
Light Effects in Kids and and | 
——_s in Straps Satins Locality 
uck, No. 1 Patent, : 
If, t 16/8 to 18/8 | No. 2 Blonde Pr 
2 High Cut Dress Satin 4 
ng q D’Orsay, 13/8 General Ne, P ‘Blonde Medium NO CHANGE IMPERIAL SHOE STORE, } 
oe Simple Straps Use No. 4 E Beaumont, Texas 
-. Black Setin 
/8 
0/8 No. 1, 18/8 | No. 1 Patent, 3% Inch Regent > 
ring Colonials, iS) No. 2 Satin, ¢ Vamp, or 314 Medium No. 2 Silver 18/8 to 14/8 7aR, B. & M., Inc., 
No. 2 Step In | No. 2, hg No. 3 Colored Muc D’Orsay Narrow Toes B " Spanish Ww. H. Fetzer, 
ore, 14/8 Cu Kid Narrower Pumps No. 3 Colored Peoria, Ill. 
= No. 3 Straps No. 4 Suede Satin 
: Patent, Black 
1 Straps, with and Tan Kids, 
Small Side Cut | Jr. Spike and | Black Satin, \ Operas, Medium Black, Autumn *, apike, 
Outs. Operas, Cuban, White Kid, Medium One Straps, Toes and Blonde, Satin, Ww. J. CLARK, 
3-Button. 3- or} 12/8 and 14/8] Apricot, Air- Round and Step Ins Vamps White and s/s » 10/8 Plainfield, N. J. 
5-Bar Patterns dale Suede and Medium Blonde Kid 
Block 12/8 to Silver and HARRY A. GIBSON, 
Straps, 15/8, Patent, " Straps, Present Gold Kid, Present San Francisco | 
Ope ‘ Louis 14/8 Satin Prevailing Operas Types Brocades (Too Early “To Guess” at | 
res to 19/8 ° Satins Balance of Materials) 
a i 
14/8 to 16/8 | Patent, Satin, 
Mostly Covered Black Kid, Medium Mostly One Patent, Ww. J. CATMAN, 
One Strap Military Some Colored Round Strap, Some Narrow Satin, 16/8 Idaho Falls, Idaho 
— Spike Kid and Suede Pumps Kid 
Gores, 10/8 to 16/8 | Colored Kid 
Straps, joc! and Calf, Medium THAT HAVE |PREVAILED J. LANGLEY, 
Regents 15/8 to 16/8 | Patent Satin, Saint Paul 
— Curved Black Kid 
Silver and Gold 
No. 1 Straps, Patent, Satin, Still Broad, Brocade. Silver 
/8 No. 2 D’Orsays,| 13/8 to 18/8 Black and Indications Regents, Kid. Colored Slightly CHESTER HEROLD, 
No. 3 Regents, Getting Colored Kid, of D’Orsays, As Before /|Satin to Match. Higher San Jose | 
No. 4 Gores Higher Maybe Grey | Longer Lasts One Straps White Satin. : 
—_ Ooze Few Paisley » " 
/8 Patents, Satins, Simple Dainty | 
New Step Ins Velvets, and vitor Stree to bg Straps, Key- All Silver and 
D’Orsays, Medium Tans. Early Note. Step Ins, Medium All Gold Kid. 
Operas. Gores | French. Will | New Shades 14/8 to ITB D’Orsays French, White Satins | 15/8 to 17/8 JOHN G. BUCKLEY, 
y and Tailored Carry On in Kid and e for Opera Posse Will Carry |Dyed to Match Spike Houston, Texas 
Styles, with Satins, White Dress On Best Bed } 
= Simplicity Washable Kid | 
. D’Orsays, Patent, Black Z : White Satin 
ry Pumps, Spike, Seti. Black Medium Plain Pumps, Medium, Tinted to Spike, M. A. CONDON, 
Narrow ish, i, Light Short Vamps | Some Narrow | Long Vamps | Match. Silver Louis Charleston, S. C. | 
= Single Straps ban Single Straps Black Satin 
40% Kid, Slightly 
P 30% Pumps, | _ Cuban, 40% Satin, Medium Pumps and Longer 70% Satin, 16/8, 17/8 J. T. WILLIAMS, 
* 70% Straps | 15/8 Spanish Oe, Patent One Straps Vamps 30% Patent ike Rochester, Minn. 
10/8 to 14/8 Patent, 344 Inch 
, Buckle Pumps, Block, Kid, Vamps. Not GERHART SHOE CO., 
Light Straps, | 14/8 to 17/8 Satin Too Wide Bloomington, Ill. j 
me Some Gores Louis Colored Kid Forepart - k 
: Black Satin iM 
Instep 14/8 Cuban, | Patent Kid, Medium Medium Gold and 18/8 ish, LOUIS SCHEUER, i 
One Strap, 16/8 Spike and Black Recede Instep, Recede Silver 17/8 Spike Berryville, Va. i 
= D’Orsays Kid Cloth / ji 
Patent, Mat 
Goat; Colored Prep ins. Gold 
ny oe 14/8 and 16/8| Kid, Blonde Round D" , Medium Brocades, 16/8 WALK OVER BOOT SHOP, 
ps ing and One Straps Round White Lima, Ohio 
= Some Greys Satin 
. 12/8 to 16/8 Light, Shades Plain and ~ Silver 
, Plain Pumps i id and Medium Colonial Medium and Bronze Spike SULLIVAN CO., 
= and Straps | and Spike Calf Effects Kid, Satins | 14/8 to 16/8 Providence, R. I. 
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Powerful Advertising 


Powerful Advertising 


OU are glad of the opportunity 

to talk to the man or woman 
who comes into your store and to 
tell them all about the good qualities 
of the footwear that you are selling. 
You consider that as one of your 
most valued assets. It is not ethical 
for you to go out into your doorway 
to the edge of the sidewalk and de- 
liver an oration on the merits of 
your stock. And so it is up to you 
to make your window display do 
much of the work of pulling folks 
into your store where you can very 
nicely, man-to-man fashion, let them 
know how much they will benefit by 
wearing the shoes that you have to 
sell. 


Therefore put a lot of punch into 


your windows. Make them attrac- 
tive. Make them unusual. Make 
them so strong that you will be able 
to hold up the traffic. You can 
surely do as well as the cop on the 
corner when he tries to stop folks. 


The outside of a Japanese para- 
sol opened and placed against a 
dark velvet background as in the 
photo makes a bright spot of 
color for any window. When the 
colors and the design are attrac- 
tive and somewhat different many 
a man and woman will stop and 
get an eyeful of shoes 
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Magnetism 
WINDOW display that caused 
much favorable comment and 

added to the volume of business by 
its drawing power and its magnet- 
ism is shown in the photo above. 
Even the passer on the outer part of 
the sidewalk is attracted to this out 
of the ordinary exhibit by the top 
of the display which can be seen 
over the heads of those nearer to 
the window. 

A three-ply screen with pretty 
shelves that hold one shoe each, 
from its oddity, is an attraction in- 
creased by the wax figure with the 
French heel in‘ its hand, directing 
by pose the eyes of the public to the 
products on display in the window 
and to the sale of them on the inside 
of the store. The cushion in front 
with the pair of shoes, the French 
heels and the handsome buckles, the 
few other shoes and the window card 
tell more of the story. The rich 
48814U00 spuds, puNoIZyo"q Axredeip 





Novem 


Yo 
wind 
you 
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Shoe Construction That Con- 
structs More Business 


A showing of shoe construction makes 
a form of window display that will not antag 
be neglected by folks that go in the direc- CAMME bia’. 
tion of @ store window. Everyone, re- SHOOKIDS 
gardless of sex or age, is interested in > St ru 
what goes into a shoe and they have the Ss vs 
feeling that the next purchase of shoes 
they make will be with a better under- 
standing. -Knowledge is power—and \ . 
after seeing a window display similar to \ | : 
the one in the photo the buyer feels bet- Ze \ | 
ter fitted by knowledge to judge of ma- 


\ | 
\\\ 
terial and workmanship. The merchant nxt \ 
will also find that in explaining to his k ‘ee 
customer the good points of a shoe he | / 
Wot A p> o> 


ee 


will be more readily understood and that 
asale is more easily made. It is educa- 
tional and for the best interests of all. 


Matching Hosiery with Shoes 


The buying of shoes and hosiery to 
match should be done at one time and in 
the same place, the store that sells the 
shoes. 

The value of a window that tells the 
hundreds that look within that this store 
does that very thing, and in such «a 
manner that the reader is highly pleased, 
has broadcasted information that will 
save many steps for the purchaser. 

The many colors and shades that are 
thus shown are happily received by every 
normal human being. The applause is 
great and the business booms. 

There are several ways in which this 
showing can be made: A pair of shoes 
with a pair of stockings that match is 
one. The card as shown in the picture 
and the goods displayed around it is an- 

other. 


“On the Gréen”’ 


You can do some golfing in your store 
window and make a score that will amaze 
you when the result is totalled. The 
green grass rug of window fame can be 
wisely and finely decorated with golfing 
accessories with naturally the major part 
of the showing being of shoes in the 
attractive patterns and leathers and dis- 
playing in some cases the ground grip- 
ping qualities of the soles. You could 
use things connected with the game and 
the links that are not shown in the photo. 
A hole marker could be used. A famous 
score could be reproduced enlarged. Even 
a local score that had achieved fame 
would stimulate interest. Golf cups and 
prizes to be given are always an attrac- 
tion. Every golfer is an enthusiast and 
one who gets that way about your golf 
shoes will be one of your best salesmen. 
So make a window showing that will 
attract and then follow it up. 
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Sinideneadiedeaees ae 








Style No, 15 


Brighton Oxford, Relief 
Last, made of Morocco 
Kaffor Kid by F. M. Hoyt 
_ Co., Manchester, 








When writing to advertisers please mention Boot anp SHoe REcOoRDER 





November 7, 1925 BOOT AND SHOE RECORDER 








ERE’S an idea that sold hundreds of pairs of black 

shoes at a time when men were “going-strong” on 
tans. M. D. Nilan of A. Samuels Shoe Store of Middle- 
town, N. Y. originated it. On top of a velvet drape he 
placed a clock—its hands set at six o’clock. Before six 
footwear included Tans, Sport Shoes and Scotch Grains. 
After Six footwear showed Black shoes, Patent Leather 
and Gun Metal Calf. 


The line-up for our November 14th game. The Recorder 

team wins by a forward pass so that every merchant can 

get a profitable idea of what will sell extra well in mid- 
winter. 


First Quarter—Winter sports feature seasonable to every part of the 
country, from the first golf styles of the Southern season to the 
types of footwear needed at winter resorts in the far North. 








Second Quarter—Men’s footwear—what merchants in every section of 
the country think will sell from January to June. While an au- 
thority says “eighteen pairs per customer’”—zowie—an extra pair 
per customer would be appreciated. 


Third Quarter—The holidays need an extra special effort—so we carry 
the campaign started in August to a cash register goal. 


Fourth Quarter—Double play, improving distribution by Professor Frey, 
who is following through with his serial. And R. L. Prather 
tackles the subject of national advertising and whether it is worth 
considering. 
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Dependable 
Stock Department Servi 
assures Success 


Here’s an illustration — 


On Friday, Oct. 23, we received, among the day’s orders, one single in- 
stock order for 340 pairs. Ten different styles were represented. The 
sizes ran from 6 to 12. The widths varied from A to D.. In less than 4. 
hours every pair of shoes on this order was enroute to the customer—not 
a size was missing—not a pair was “‘back ordered.” 


Dependable service like this is one of the marked reasons for the out- 
standing success of the Nettleton In-Stock Department. As the shipments 
from our In-Stock Department were already at a record-breaking total for 
the month, you can readily realize the remarkable service which such a de- 
livery called for. 


This is the same kind of service which we offer you. We 
pride ourselves on its dependability. It has become 


traditional. We urge you to take advantage of it, for 
it points the way to increased business without added 


investment. 


SHOES OF WORTH 


The most desirable line of men’s fine shoes for high grade men’s wear stores. 


—@ A.E.NETILETON CO. 


H. W. COOK, President 


SYRACUSE, NEW YORK 





When writing to advertisers please mention Boot anv Suor Recover 
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Build up your high grade 
shoe business by using the 


Nettleton In-Stock 
Department 
39 smart styles covering every activity of 
shoe retailing ready for immediate delivery 


The Dundee—carried IN-STOCK in both Medium Tan Viking 
Calf and in Black Russia Calf. 


Write for catalog and full details of the Nettleton 
Merchandising Plan for 1926. 


“Tlettleton 


SHOES OF WORTH 


The most desirable line of men’s fine shoes for high grade men’s wear stores. 


~@ AENEIMETONCO. © 


H. W. COOK, President 


SYRACUSE, NEW YORK 





When writing to advertisers please mention Boot anp SHor Recorper 


64c 
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Seventy-five mer- 
chants came from 
Georgia, Ala- 
bama, Tennessee 
and Florida to 
learn more about 
business while en- 
joying McDaniels’ 
Southern Barbe- 
cue . 


L. remained for Gordon 


McDaniel to prove that many retail 
shoe merchants look upon the sales- 
man who sells him his footwear 
needs as his best friend. 

To prove this fact McDaniel held 
an old fashioned southern barbecue 
on the 8000-acre plantation of his 
father-in-law, A. M. Buchanan, at 
Opelika, Ala., to which he invited 
his shoe merchant friends in the 
states of Georgia, Alabama, Tennes- 
see and Florida, the territory cov- 
ered by McDaniel for his company. 

On Aug. 27, seventy-five of his 
customers, at their own expense, 
journeyed from the above four men- 
tioned states to Opelika, Ala., to 
place their feet under the festive 
board provided by McDaniel, gener- 
ous, lovable, gentlemanly, shoe 
traveler. 

When the meal was completed 
talks were made by N. P. Renfro, 
president of the First National Bank 
of Opelika, Ala., who presided; C. 
R. Williamson, president of the Ault- 
Williamson Shoe Company of St. 
Louis, Mo.; T. D. Samford, of Opeli- 
ka, Ala.; R. P. McCowan, manager 
of the Walkover Boot Shop, Birm- 
ingham, Ala., and H. S. Steele, man- 
ager of the Rice-Hutchins stores in 
Alabama and Georgia. 

The following is a list of the retail 
shoe merchants present. 

Who’s who at barbecue:—R. P. 
McCowan, Birmingham, Ala.; C. R. 
Williamson, St. Louis, Mo.; C. F. 
Crumpton, Montgomery, Ala., H. B. 
Reynolds, Montgomery, Ala.; Gordon 
Clark, Montgomery, Ala.; Reese 
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McDaniel Brings 
73 Merchants Together 


Morton, Montgomery, Ala.; J. M. 
Burrough, St. Louis, Mo.; W. L. 
Miller, Columbus, Ga.; W. F. Camp- 
bell, Montgomery, Ala.; W. R. Ab- 
bott, Opelika, Ala.; Walter Wester- 
beak, Opelika, Ala.; S. R. Williams, 
Opelika, Ala.; J. S. Hagedorn, Opeli- 
ka, Ala.; H. C. Reynolds, Montgom- 
ery, Ala.; H. Gallager, Columbus, 
Ga.; E. B. Stewart, Columbus, Ga.; 
T. U. Thompson, Columbus, Ga.; 
Cliff C. Johnson, Columbus, Ga.; A. 
B. Veach, Columbus, Ga.; T. D. 
Samford, Opelika, Ala.; J. L. Steph- 
enson, Columbus, Ga.; S. R. Melton, 
Opelika, Ala.; L. M. Tatum, Mont- 
gomery, Ala.; H. S. Steele, Birming- 
ham, Ala.; J. M. Buchanan, Marvyn, 
Ala.; C. M. Day, Montgomery, Ala.; 
A. B. Camp, Moreland, Ga.; Harry 
Freisleben, Opelika, Ala.; T. R. Car- 
lisle, Montgomery, Ala.; H. F. 
White, Montgomery, Ala.; T. E. 
Taylor, Columbus, Ga.; H. H. Flani- 
gan, Columbus, Ga.; I. C. Wheelis, 
Columbus, Ga.; C. M. Renfro, Opeli- 
ka, Ala.; N. P. Renfro, Opelika, 
Ala.; C. H. Brown, Opelika, Ala.; 
H. N. Watson, Opelika, Ala.; A. S. 
Hollingsworth, Opelika, Ala.; Gord- 
on McDaniel, Opelika, Ala.; J. E. 
Danner, Montgomery, Ala.; Lew 
Turk, Montgomery, Ala.; J. F. Scar- 
borough, Columbus, Ga.; J. F. Scar- 
borough, Jr., Columbus, Ga.; Cohen 
Higgins, Columbus, Ga.; Guy B. 
Ingram, Opelika, Ala.; John F. Kirk- 


sey, Montgomery, Ala.; Jerre Shine, 
Montgomery, Ala.; George Clower, 
Opelika, Ala.; A. M. Buchanan, Ope- 
lika, Ala.; A. M. Buchanan, Jr., Ope- 
lika, Ala.; M. M. De Shields, Mont- 
gomery, Ala.; F. Cauthen, Montgom- 
ery, Ala.; Forney Renfro, Opelika, 
Ala.; Mr. McPherson, Atlanta, Ga.; 
W. E. Shine, Birmingham, Ala.; J. 
E. Martin, Atlanta, Ga.; L. S. Stand- 
ifer, Atlanta, Ga.; Mr. Kepner, 
Birmingham, Ala.; Mr. Gordon, 
Birmingham, Ala.; Vic Jones, Mont- 
gomery, Ala.; J. S. Williams, Colum- 
bus, Ga.; Julius Schlesinger, Chat- 
tanooga, Tenn.; Buck Howard, Co- 
lumbia, Tenn. 


Mortgaging Future 
Production— 


(CONTINUED FROM PAGE 41) 


Those articles which have not been 
fully paid for can be returned to the 
manufacturer or dealer. The pay- 
ments which have been made are for- 
feited. The savings that have gone 
into unaccustomed comforts, con- 
veniences and Juxuries are lost. 

Through overspending he has tem- 
porarily lost his income. He must 
go in debt to secure food, shelter and 
clothing until business picks up and 
he can be reemployed. 
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Style—plus comfort—plus quality. 


ODAY these three features are com- 
bined in Martha Washington Shoes, 
nationally known — nationally famous. 


Here are shoes that will be chosen for 
their fine appearance, worn for their 
exceptional comfort and will bring re- 
peat sales because of their quality and 
unusual service. 

Write for a representative to call 


and explain the Martha Wash- 
ington Merchandising Plan. 


F. MAYER BOOT & SHOE CO. 

















Washington: =. 


Dress and Comfort Shoes 
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No. §2—Black Kid Cntoed, 
ift, 
- 9; 
- 9. 


4 Heel,, Rubber top 

i & B, Sizes an 

Widths C, D, E, Sizes 234 

Wrice....0.. ote ee - Eee $3.60 
In Stock 




















An Agoressive Advertising Plan 
to se Me You Sell 


mp) E SIG NER | ey THE DELINEATOR 


“ Magazine _ fe OCTOBER 1925 


The Woman's 














GGRESSIVE, Consistent National 
Advertising in leading women’s pub- 
lications backed by a far reaching plan 
of dealer cooperation and resale service. 


The Martha Washington Merchandising Plan offers 
you a truly exceptional profit-making opportunity. 


thr Dignity added to Dress and Comfort Shoes 
Here are ee points - Pree hig of the nationally famous name, 
Washington.” 


worth remembering : 


An increased opportunity to concentrate 
stock and do a er precentage of volume 
on staple shoes. s is made possible by 
incorporating in a staple line conservative 
adaptations of up-to-the-minute patterns. 


Aggressive National Advertising and thor- 
ough, effective dealer cooperation to tell the 
ee of Gates ns bow yer wd about Martha 

shoes of comfort. 


Write for a repre- 
sentative to call. 


F. Mayer Boot & Shoe Co., Milwaukee 

















and Cotmtort Shoes 
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AND NOW THE 


MIRACLE SHOE LENGTHENER 


Lengthens a shoe one whole size 


| 


It Pays for 
Itself the 


First Time 


A Necessity 
to Every 
Shoe Store 


A REAL SALE SAVER 


Every shoe store loses a certain percentage of sales, because the shoes fitted are a trifle short 
merchant loses money on the return of worn shoes for the same reason. The “MIRACLE SHO 
LENGTHENER positively eliminates this condition. Of metal construction, built to last a lifetime, 
this wonder tool will save many sales that you would ordinarily lose. One instrument fits all sizes of 


Men’s, Women’s and Boys’ shoes. Winds from a size 2 
sitive results. Get yours to-day and see what you have been missing. Your Findings 


action and 
Dealer has it, or will get it for you. 


DISTRIBUTORS 
TO THE JOBBER 
ONLY 366 W. Adams Street 


A 


JOHN LAWRIE & SONS 


to a size 11 in 10 seconds. Gives ick 


DISTRIBUTORS 
TO THE JOBBER 


Chicago, Ill. ONLY 


Get Your Supply Now and Avoid Deferred Delivery 





Don’t Overlook This 
in New York 


: 
if 


it 


ieee 
ty 
Lit bri 


prices. 
A. E. SINGLETON, Res. Mgr. 
HOTEL MARTINIQUE 
Affiliated with Hotel McAlpin 
Broadway, 32nd to 33rd Streets 
New York 


ae 











Justa 
Spat 


but how differ- 
ent when made 
of the finest 
quality of ma- 


terial and workmanship. 


. Pr. 

Style 110—felt, guaranteed all wool—Biacks, ota * 

Beaver, Fawn, Taupe, Clay and Pearl Gray 
Style 112—Kersey—Black, Brown, Beaver, Fawn 
Style 112A—Genuine English Cloth in Gray only 
Style 114—Kersey—Beaver. Fawn—leather trimmed—4 

hand sewed buttons \e 
Style 115—Genuine English Box Cloth, Gray and Fawn.. 30.00 
Women’s Felt Spats—Doz. Pr. $14.00—Kersey 


IDEAL SHOE ORNAMENTS 


Shoe Buckles, Metal and Celluloid, plain.. 

Complete with attachments and inlays 
Satin Bows—Doz. Pr. $4.00. Assorted Beaded Bows.. 
Braided Instep Straps—Patent “Leather and Satin 


- Rhinestone Vamp Ornaments 


IDEAL MANUFACTURING CO. 


The House of Shoe Specialties 


4248 N. Crawford Ave. CHICAGO 





When writing to advertisers please mention Boot and Soe Réconpen 
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Tue shoe business is a highly 
competitive one. ‘As a shoe mer- 
chant you must know that there 
are many things which can mean 
advantage or disadvantage in the 
merchandise you handle. Some 
of these lie far beyond the ordi- 
nary considerations of style, 
price and outward quality. 

For instance, there can be an 
advantage or disadvantage to 
you and your customers in the 
way a manufacturer operates. 

Endicott-Johnson shoes are 
made: under conditions that are 
unique in the shoe industry. 
“We” make them—t17,000 E-J 
Workers who have pooled their 
‘intelligence and their labor, their 
hearts, heads and hands in a 
common enterprise. . 

_ They have an interest in their 
work which assures care and 











And remember this: Endicott-Johnson shoes, 
beginning with boys’ and girls’ shoes, aré be- 
_ ing heavily advertised. Millions of homes are 
being reached—month’ after month.” And 
this advertising is not a flash in the pan— 
it is continuous. E-J values and E-J adver- 
tising are the greatest factors for building a 
profitable shoe business you can tie up with. 
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workmanship of the highest order. 
There is an advantage to you 
in that. A big one! For, think 
of the superior workmanship 
which comes from men and wo- 
men who are directly interested 
in every pair of shoes they turn 
out. Think of the efficiency it 
means. Think of the losses it 
saves through its solution of the 
labor question. Keeping shoe 
workers busy, contented, pros- 
perous, constantly gaining in 
experience and steadily improv- 
ing in skill. must—does—mean 
“Better shoes for less money.” 
And this advantage—which 
is only one of many reflected in 
Endicott-Johnson shoes—we 
pass along to you. There are no 
values in the market today to 
compare, line for line, with 
Endicott-Johnson shoes. 


ENDICOTT- JOHNSON 


Better shoes for less money | 


Jersey City, N. J. 


Endicott, N. Y. 


St. Louis, Mo. 








When writing to advertisers tlease mention Boot awn Snow Reconpsa 
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SHOE TRAVELER NEWS 


Edited by Helen M. Haney, Associate Editor 


The Salesian Received'the Order 


Because He Knew Merchandising 


ROM “A Prominent Retail 
Merchant’s Viewpoint of the 
Shoe Traveler” as r ¥ ex- 


pressed in a Nunn-Bush sales organ- _ 
‘not in general terms but.in specific 


ization bullétin, we are “pasging on’”’ 


herewith some thoughts.* ‘This mer-. 


chant states that he res travel- 
ing salesmen as a class, ‘ yeare . 
usually men of. unusual. ity; 


good appegrance, inbred ‘courtesy. 


and fine character,” writes he. “The’ 
time I have devoted to ‘discussions 
with traveling salesmen*éalling at 
my store is ‘probably the best invest- 
ment of time I have ever made—it 
has saved me a good many thousands 
of dollars.”’ And then he goes on to 
offer constructive criticism and 
cites with much:-enthusiasm the case 
of the shoe traveler who through 
merchandising counsel made of him 
a good friend and customer: 
Mistake No. 3 ‘ 

“A man can put up a good appear- 
ance and show every. evidence of 
courtesy and kindness, but he can be 
mighty selfish. 

“In other words, he can come in 
and try to sell me a thousand dol- 
lars’ worth of. goods without the 
slightest thought as to whether I 
will ever be able to get back my 
thousand dollars, not to mention a 
little profit in addition. 

“The world is simply full of 
salesmen whose biggest. thought is 
to sell their merchandise. They have 
little consideration for the buyer. 

“Now I am not saying that this 
isn’t- perfectly fair. Certainly a 
man who is running a retail busi- 
ness ought to have enough sense to 
know what merchandise to buy and 
what not to buy. 

“On the other. hand, I think it is 
quite fair that when a merchant 
meets a salesman who has no con- 
sideration for the merchant’s wel- 
fare, to turn that salesman down, 
kindly but positively. 

“The kind of salesman that can 


do business with me is the fellow 
who says, ‘If you buy this merchan- 
dise, I am going to give you some 
real cooperation,’ and then proceeds, 


terms, to tell me what he means by. 


“eooperation.’ 


“Believe me, I demand and expect 
cooperation from manufacturers. 


If they"don’t- give it to me, I don’t 


deal with them. 

“There are plenty of good prod- 
ucts: in every line. The problem with 
me is not 8o.much in-finding a good, 
honest line of goods as it is in. find- 
ing-a manufacturer whose salesman 
feels some sense of responsibilit 
after the goods are on my shelf. 
remember one day I bought quite a 
sizable order from a fellow whom I 

shever seen before and. with 
whom I had little intention of:doing 
business, just because, he walked up 
to one of my boys in the window and 
gave him a very clever suggestion on 
a window display. 


Curtis Garrett. He travels Den- 
ver west for the Moore Shoe Co. 








“That little act fed to quite a dis- 
cussién of window displays, inside 
displays and other forms of sales 
plans... 7 
“T. discovered that this little fel- 
low knew more about merchandising 
than any man who had called on me 
for many months. He had a good 
line and he was so unqualified in his 
promises of*What he would do that 
I gave him an order on the spot. 

“That was three years ago. Today 
this chap considers me one of the 


-best customers he has ever had. I 


consider him about~the best mer- 
charffiser who ever ¢arried a travel- 
ing case. : 

“I’m not looking for the ‘one-time’ 
salesman. I don’t want to deal with 
a man whom I am never going to 
see again. I like the man who sees 
me periodically and who drops me a 


‘line occasionally to learn how things 


are moving in his line. 

“One of the greatest troubles with 
this world is that too many men are 
concerned with getting something 
and with giving nothing. 

“I believe retail merchants just 
unconsciously shun the selfish type 
of salesman. They can ‘scent’ him 
almost before he gets through the 
front door.” 


Curtis Garrett with Moore 


Curtis Garrett travels from Den- 
ver west for the Moore Shoe Co. of 
St. Louis. Mr. Garrett recently vis- 
ited the factory and came away with 
his grip packed “with a quick selling 
line of women’s high-grade McKays 
in styleful effects,” said Mr. Garrett 
recently to a RECORDER representa- 
tive. 


Cwiak with Walter 
Booth Co. 


Joseph Cwiak represents the Wal- 
ter Booth Co. of Milwaukee in Chi- 
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ATTENTION/ | 


We wish to call your attention to the 
STETSON 


Healdarch 
SHOES FOR MEN! 


always ready for shipment (one pair or a hundred) in 


DEPI 5S 


(See Stock Book No.37 for description of these shoes) 


pean THE STETSON $ HOE COMPANY ,,NEWYORK. 


CHICAGO. LOS ANGELES 
MARQUETTE BED South Weymouth, Mass. 410 West 6th St 


When writing to advertisers please mention Boot anp SuHor Recorper 
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Joseph Cwiak. He represents the 
Walter Booth Co. in Chicago. He 


is. known as “Merchandising 
Counselor-Salesman.” 


cago. He knows how to merchandise 
shoes as well as how to sell shoes to 
the retail shoe merchant. So well 
has he counseled the retail shoe 
buyers and managers with whom he 
does business that he is known as 
‘‘The Merchandising-Counselor- 
Salesman.” Mr. Cwiak learned the 
“mysteries” of “the craft” at the 
fitting stool, when some fifteen years 
ago he became a shoe store sales- 
man; from this position he soon 
graduated as manager and buyer for 
this store. Five years later he took 
up the profession of road shoe sell- 
ing. He considers it his duty to act 
as a partner and a merchandising 
counsel to the retail shoe merchants 
in his territory. And so he has 
made a big success of his work, and 
is all the time getting more shoes 
sold right. 



















Jack Milligan with 
Walter Booth 


Jack G. Milligan recently joined 
the salesforce of the Walter Booth 
Shoe Co. He will cover Minnesota 
for this house. “Jack” knows the 
shoe game from A to Z. He started 
on his shoe career as a feeder of a 
heeling machine in the J. P. Smith 
Shoe Co.’s factory. This was when 
he was just entering his ’teens. He 
worked on almost every machine in 
that plant and later became assist- 
ant superintendent of the O’Donnell 
Shoe Co. at St. Paul. His last posi- 
tion, before the Walter Booth con- 
nection, was with a Milwaukee find- 
ings house. 





Co. 
popularity. 
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Graham on the Job Again 


E. O. Graham, who represents 
Hoge-Montgomery Co. of Frankfort, 
Ky., is once more “on the job.” All 
through the summer months he was 
ill and had illness in his family. 
During Mr. Graham’s siege of sick- 
ness 8. J. Rodgers covered his trade. 
Mr. Graham started work about the 
middle of October. 


Waller with Walker 


B. Franklin Waller has recently 
been appointed shoe salesman for 
Buffalo of William H. Walker & Co. 
of that city. He formerly, for four- 


teen years, traveled New York State 


for the Arrowsmith Manufacturing 
Mr. Waller is a man of wide 
Walker & Co. is one of 
the old yet progressive houses of 


western New York. 
















F. E. Hart. He covers Indiana 
for Lewis A. Crossett Co. Mr. 
Hart is chairman of the 1925 
Publicity Committee of the In- 
diana Shoe Travelers’ Association 


Robert Cahill a Benedict 


Robert F. Cahill, who covers the 
larger cities of the Northwest for 
the Cahill Shoe Co., was recently 
married to Miss Rhoda Gold of Red- 
wood, Minn. After a tour through 


the Northwest they will make their . 


home in Cincinnati. 


“Bill” Harney a Benedict 


William Joseph Harney, known to 
the shoe traveling fraternity as 
“Bill” Harney, was married on Oct. 
24 to Miss Mary C. Welsh of Cleve- 
land. Mr. Harney covers the big 
accounts of the country for the Voll- 
man-Lawrence Co. of Cincinnati. 








73 


Hinds Covers Washington 
Trade 


W. S. Hinds of Baltimore, who has 
formerly represented Rice & Hutch- 
ins, Inc., in Maryland territory, is to 
confine his work to “closer country” 
in Washington, D. C. His sample 
room, however, will be in Baltimore, 
where he will take care of the trade 
in and about these cities. This is 
Mr. Hinds’ “old, camping ground.” 
His friends in the trade are many. 












Ernest Hertzog with 
Kannally-Wick 


Ernest Hertzog, one of the best 
known shoe travelers in the South, 
has recently made arrangements to 
represent the Kannally-Wick Corpo- 
ration of Highland, Ill. Mr. Hert- 
zog will carry this line in connection 
with that of a Rochester house. His 
headquarters will be at St. Louis. 










































Fleming with Val 
‘ Duttenhofer Sons 


Roy Fleming, one of the best 
known shoe galesmen of the Pacific 
Coast, has recently been appointed 
sales representative for the Val 
Duttenhofer Sons’ Co. His territory 
is the Pacific Coast. Roy has had 
much experience in shoe selling, 
first at retail, as manager and buyer 
of The Emporium’s shoe depart- 
ment, San Francisco, and later shoe 
selling on the road for Gregory & 
Read Co. He has a host of friends 
in the trade. 
































































Roy Fleming represents Val Dut- 
tenhofer Sons’ Co. on the Pacific 
Coast 
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Most Complete “In Stock” Line of Senior and Junior Misses’, Children’s and infants’ Turns of Any Manufacturer 


Little Tretco 
Turns 


Complete Catalog on Request 





TRADE MARK 





A Grade 
760—Tan Calf, tip, lace, Bamboo 
Buck Top, spring heel, Diamond 
Brand Fast Color Eyelets. 


M ake your store THE children’s store in 
your town—just as many alert shoe merchants 
have with Little Tretco Turns. Here’s why: 


Also made in Patent Vamp, with 
Grey Nu Buck Topping. 


Little Tretco A Grade Shoes are superior in qual- 
ity; and trim and attractive in appearance. All cut 
by hand from selected upper leathers; soles cut in 
our own factory from “oak tanned” bends, with 
single sole leather counters. 


_ Each Little Tretco is scientifically constructed so 

as to develop littlé«feet the way Nature intended 

them to be. LITTLE TRETCO is a TURN that 

wears unusually long and retains its shape. Natu- 

rally, it pays to Ss a push Little Tretco Turns. 
aay sags Write today for samples and full information. 


707—Patent Fox, Champagne 
heat plain toe, button, spring pst es 





rae te i, Galt Pop 


Also made with Grey, White and 
Black Kid Toppings. 


“Tretco Shoes 


‘SENIOR AND JUNIOR MISSES’, 
CHILDREN’S AND INFANTS’ TURNS 


te Robt. E. Tubman Co. 


BALTIMORE 
Established 1906 





A Grade 
705—Ivory bac sa Kid, but- 








NEW YORK DISTRIBUTORS 





- tip, spring hee 


o 8 
by "te 11, Calf, % Fox.. 


Also in Brown Kid, Sutin Calf 
and White Calf. 


Carrying a Complete Stock of all TRETCO Numbers 


WM. KELLERS SHOE COMPANY, Inc. 
198 Church Street, New York City 


When writing to advertisers please mention Boot anp SHoe ReEcorper 














November 7, 1925 


““Gagey’’ Gives Up the Road 


A. W. Gage, known to the boys of 
the Boston Shoe Travelers’ Associa- 
tion, and many others in the trade, 
as “Gagey,” recently “celebrated” 
his fifty years of shoe traveling by 
retiring. During the past few years 
he has represented the ballet slipper 
line of the Kendall Shoe Co., with 
Boston office on the fifth floor of 183 
Essex Street. 

“Gagey” started out to sell shoes 
on the road in 1874—his territory 
was New England. He was one of 
the organizers of the old Boot and 
Shoe Travelers’ League, that had a 
club room on Bosworth Place, the 
first shoe travelers’ organization on 
record in the country. Some ten 
years afterward, in 1901, the Shoe 
Salesmen and Shoe Manufacturers’ 
Association, with the late T. D. 
Barry as president, was formed 
after a banquet at the Hotel Essex. 
This organization in 1911 developed 
into the Boston Shoe Travelers’ As- 
sociation. Mr. Gage is the only one 
left of the group of three—Joel C. 
Page, Ed J. Pierce and A. W. Gage, 
that brought about this Shoe Sales- 
men’s and Shoe Manufacturers’ As- 
sociation banquet “get-together” of 
1901. 

He has many recollections of the 
old days of shoe selling. His new 
home is with his married daughter 
at 18 James Street, Montclair, N. 
J., where he is going to stay all win- 
ter—perhaps in the spring he may 
go traveling for pleasure. Meantime 
he will be glad to hear from all of 
the boys on the road and says that 
they will ever be in his- thoughts as 
he sits around “the new fireside.” 





Walk-Over Salesforce 
on Trips 

Said Walk-Over Factory Prints, in 
a recent issue: “Practically the en- 
tire sales force is now on its 
territories or en route. The men 
never left with better samples nor 
in a better state of mind. With re- 
tailing good, there is every reason 
to believe that there will be a steady 
flow of orders, in fact the first are 
already in. The prospect for the 
men’s business is particularly bright. 


Rosecrans Murphy a 
Benedict 


Rosecrans Murphy, who for many 
years has traveled for Julian & Ko- 
kenge Co., recently became a bene- 
dict. The new Mrs. Murphy was 
formerly Miss Helen Drees of Chi- 


cago. 
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A. W. Gage 





“Tommy” Meade on Trip 


Thomas H. Meade, who travels for 
Stone-Tarlow, Inc., left Brockton re- 
cently for a trip through New York 
and Pennsylvania. 





Never Argue with 


Customer 
(From “Weekly Sales Bulletin,” com- 
piled by C. A. Dickens) 
first, your prospect’s 
interest. Get him to talk about 
himself and his business. Some- 
where, finally, you can touch that 
secret point of contact between 
his thought and your proposition 
that will prove the magic open 
sesame to his interest in your 
offer. Then the spark of desire 
that kindles in his eyes makes 
the day’s work all play. Horse 
races, poker, and market tips are 
tame sport to a salesman com- 






Figure, 










































pared to the daily hunt for that 
spark of desire when he makes 
the right contact with his pros- 
pect. Price doesn’t matter much 
then; you are selling an idea. 
Watching a youngster the other 
day holding for long minutes a 
sun-glass over some paper, we 
thought how like the selling game 
that was. Focus long enough on 
one point and that spark you 
kindle burns up all resistance. 
Visualize for a moment the many, 
many, better things that have 
been sold to the world within the 
last few decades and you seé how 
easy it is to sell us all anything 
that is better. IT IS MUCH 
EASIER TO SELL QUALITY 
THAN CHEAPNESS. 
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Manson Reports Good 
Trade 


George W. Manson, Jr., who 
travels the larger towns in Iowa, 
Nebraska, Kansas, Missouri, Okla- 
homa and Texas for Alden, Walker 
& Wilde, Inc., writes from Kansas 
City that everything looks “good” 
with merchants, who expect a big 
fall business; that the weather at 
the time of writing, during the first 
week in October, is just right for 
trade, so that “all are in high hopes 
for the present.” 


Norman Macdonald on Trip 


Norman M. Macdonald travels the 
South for Marshall-Harris Shoe Co. 
and the Moss-Seamans Co. Norman 
left Boston the first week in Septem- 
ber for a three months’ trip. He is 
now covering Texas and will travel 
through Mississippi, up through the 
Carolinas, and then home. He re- 
ports a good business and expects to 
return to The Hub in time to eat 
Thanksgiving dinner by his own 
fireside, 


Gerrish with Dodge Bros. 


William*E. Gerrish, who has been 
selling shoes in New England ever 
since he was in his ’teens, recently 
made arrangements to join the sales- 
force of Dodge Bros., Newburyport, 
Mass. His territory is‘ New En- 
gland and parts of New York State. 
“Bill” commenced his association 
with shoes in the old house of Winch 
Bros. He _ recently traveled for 
Plant Bros. & Co. He is one of the 
popular salesmen traveling out of 
the Boston market. He is a well- 
known member of the Boston Shoe 
Travelers’ Association. 


Haslow Is a Benedict 


Ray G. Haslow, who covers por- 
tions of western New York State for 
Wm. H. Walker & Co. of Buffalo, N. 
Y., was married Sept. 15 to Miss 
Evelyn M. Stevens. Mr. and Mrs. 
Haslow will make their home in 
Buffalo. 













Wagner Booking ’Em Fast 


H. J. Wagner, who sells the Mar- 
shall-Harris Shoe Co.’s line of 
women’s novelty shoes, as well as 
the Nestletoe slipper line, reports a 
good business. Henry travels New 
England and Greater New York 
State for the first named house and 
covers the whole country with Nes- 
tletoes. 
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-—— BOWS 


For Quick Delivery of Snappy Shoe Trims 


Order Chandler’s Bows and Buckles. 





















































Actual Size 
Black Satin Steel Trim 
Brown Satin Gold Trim 

ice $4.50 doz. pr. 





Pat. 2459 : 
Style as 2458, Size 2” long x 1%” Wide 
Price $3.50 doz. pr. 

Three Decker Fluff Bows 
Black Satin—Pat. sane 

Price $3.50 doz. 


Plain Flat oe oe 





Pat x 
Pat. 87—1%" x 2%” Misses—$!.25 doz 
Pat. 88—1%" x 2%” Women’ ‘s—$1.75 hon. pr. 





BUCKLES 








See Illustration Below 
Pat. MIGi1, Cut Steel Style 
Our “New Process” Finish, or Bj Style Gold Finish 
Price $4.50 doz 


Popular Dozen Pair Assortments 


Ne. i—Fancy Metal, Quick Sellers, Silver and Gold...... $4.59 
+ aq 2—Cut and Pressed Steel, Values Up to $30 doz. pr. 13.50 
ae ee 7 Steel, Imported and Domestic, Values ‘Up 
No. 4—Buekles for front gores, Sizes 1” to 2” High! .. 3.00 

Ne. 5—Latest Des: 


igns, Celluloid a 4.25 
Order by Number ‘ 


Pat. M1011 Actual Size 























“Chandler Service Satisfies” 





RHINESTONE ASSORTMENTS—Str: 
$4 to $7.50 doz. pr., 





Slides $4 to $7.50 doz. pr., Clasp Ornaments 
lonials $1.25 to $3.00 doz. pr. 








W. K. CHANDLER, Inc. - 





125 SUMMER STREET - 





BOSTON, MASS. 














There’s BIG MONEY in handling 
California’s Favorite Outdoor Shoes 


BUCKHECT 


SHOES 





TO SALESMEN! 


More than 5,000 dealers sel] these wonder- 
ful shoes west of the Rockies. And now 





orders, but we do no order business 
where we have dealers. Territory open 
in Eastern, Middle Western and Southern 
States. Here is a great profit maker, 
either for whole time or as a side line. 
Send coupon for full particulars. 


TO a 


Tee a asSnee t margin i Ce; 
They sell on “sight. 


free ad eta Arid always creates ae 
ae a sell B S hb 









sportsmen. civil 
Style No. 20. other outdoor on 


Price $9.00 F. O. who will 
B. San Francisco. 


Retails at $15 to 
gis. others $4 to 





of the many exclusive PATENTED 
features of these shoes. 


Send coupon for full particulars. 





BUCKINGHAM & HECHT 
81 First Street, San Francisco. 


I am interested in handling Buckhect Shoes 


5 IRE ROPE FEE Asa DBALBR 
Please send information 


eee eee ee ee eee eee ee eee ee ee eee ee re ee ee 






eee eee ee eee ee eee ee ee er ee ee 





Salesmen and Dealers Wanted 





LIGHT COLOR SHOES REQUIRE 
LACES TO MATCH 


STOCK 
“HUBTIP” “NO-METAL-TIP” 


(Trade Mark Reg. U.8.Pat.Of.) 


SHOE LACES 
Made in 
LIGHT TAN, BROWN, BLACK 


STRONG and DURABLE 
NO-METAL-TIPS 
First quality, Fast Color Braid from 
TIP-TO-TIP 


“HUBTIPS” are packed in Striking Individual Cartons 
72 Cartons in Display Cabinet 


To your jobber or write us direct 


FRANK W. WHITCHER CO. 


Manufacturers 
332 Albany Blidg., Boston, Mass. 9 25323". 























When writing to advertisers please mention Boot anv SuHoz Recorper - 


















November 7, 1925 








Big Turn-Overs Through 
Monthly Budget Buying 


St. PauL.—A new shoe merchan- 
dising policy based on the monthly 
budget system by buying every 30 
days, so far proved successful in the 
Golden Rule shoe department that 
Manager Walter Peterson declares 
he is convinced it will become perma- 
nent. 

In brief, the plan is to purthase 
each month the amount of merchan- 
dise sold the corresponding month 
the year before, plus the increase 
based on experience and a surplus 
for leeway. Mr. Peterson himself 
visits the markets practically every 
month to do the buying. 

“The plan has a tendency to triple 
the turnover,” said Mr. Peterson. 
“Where a turnover would be two or 
three times in a given period, say 
a year, we are finding that it prob- 
ably will run to six or nine times. 
We have been working under this 
policy only six months and naturally 
are still in the experimental stage, 
but we find it clears our shelves 
rapidly. Carry-overs are down as 
low as 15 per cent. The bargain 
table is less and less a necessity be- 
cause we aim to buy so closely to 
demand that there are very few 
pairs to put on it. Weekly invoices 
are part of the system to enable us 
to know where we are at in buying 
and guide us in reordering.” 


London Shoe Co. to Make 
Important Move 


NEw YorK—After almost a dec- 
ade on Duane Street, the London 
Shoe Co., Inc., one of the youngest 
manufacturers and retailers of 
men’s shoes, announces that imme- 
diately after the first of the year 
its offices, showrooms and stock de- 
partment will move farther uptown 
to quarters in the Mills & Gibbs 
Building, Twenty-second Street and 
Fourth Avenue. In explaining this 
move 8, Weingarten, secretary of 
the company, says the company was 
actuated by the desire to have bet- 
ter, more commodious quarters, with 
more modern facilities for doing 
‘business. The new. location, he 
points..out, is much more readily 
accessible, being reached by the 
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HERE—THERE—EVERYWHERE 


Random News Notés from All Over the Map 


Third Avenue elevated, Fourth Ave- 
nue surface lines and half a dozen 
subways with stations at Twenty- 
third Street. 

The London Shoe Co., Inc., al- 
though only ten years in business, is 
one of the vital factors in the men’s 
shoe field in New York. From one 
small retail store, a few years ago, 
the company has grown to six stores 
—and a three million dollar volume 
annually. In April of this year this 
company acquired the factory of the 
C. S. Marshall Co., which they have 
operated successfully since that time 
under the name of London Charac- 
ter Shoe Co. 


Name “Rayon” Officially 
Adopted 

The Federal Trade Commission 
by an official resolution has placed 
the stamp of its approval on the use 
of the word “Rayon” as properly 
designating artificial silk products 
the basis and chief ingredient of 
which is cellulose. 

There have been before the Com- 
mission a number of cases involving 
the misbranding of textiles which 
have artificially been given the ap- 
pearance of silk, and have been sold 
under trade names containing the 
word “silk” or a modification of the 
word “silk.” In deciding these cases 
the Commission has consistently 


Mr. Sousa Pulls One 


The following letter, written 
to. a friend by John Philip 
Sousa, “The March King,” re- 
cently appeared in one of the 
Philadelphia papers: 

“Sir—Yesterday we had one of 
our highly intellectual seances in 
Balti . While there I was in- 


vited to conduct the massed bands 


at the Juvenile Firemen’s parade 
and convention. There were some- 
where between 20,000 and 20,- 
000,000 boys taking A ye: I won- 
dered where they came from, 
but my mt was dissi- 
pated when passing through Wil- 
mington this morning I read a 
sign whi id, ‘The Standard 
Se et as pe 
solv pro or t - 
timore bunch were all standard 
kids. Love to Adelaide.” 








held that hosiery or other products 
which simulate silk but are not the 
product of the cocoon of the silk 
worm should be branded with the 


words “Artificial Silk” or other 
words which correctly describe the 
materials composing the article 
branded. 

The word “Rayon” has been 
adopted by many associations of 
manufacturers as a proper one for 
artificial silk products and the term 
has been extensively advertised to 
the public. The Commission there- 
fore believes that both the trade and 
the public have come to accept and 
recognize the word “Rayon” as be- 
ing applied to artificial silk or a sub- 
stitute for silk. 


Standardization in 
Colors 


The trade are showing their ap- 
preciation of the work of those 
manufacturers who have adopted a 
plan whereby hooks, buttons and 
eyelets are now identified by the 
same color numbers. Buyers as well 
as store and stock men realize the 
convenience of this arrangement, 
for it not only simplifies the buying 
and handling of the stock but re- 
sults in the better matching of these 
articles with the leather. 


Fit Riding Boots 
Carefully : 

BostoN—From William McGau- 
ley, manager of the J. L. Esart 
(Johnston & Murphy) men’s shoe 
store, 10 Federal Street, comes the 
information that riding boots must 
be fitted carefully. Mr. McGauley 
has had a wide experience of thirty 
years or more in selling men’s fine 
shoes at retail. A good fit at the 
calf of the boot is necessary and 
enough space must be allowed to 
permit the foot to go through the 
boot so that the heel of the foot ad- 
justs itself perfectly to the heel of 
the boot. Many men require special 
measurements, and so the riding 
boot trade, while sometimes fitted 
readily out of stock, must also some- 
times be fitted to a pair of boots 
made to order, 
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The widespread demand for 
NEW CASTLE BROWNS 


plainly indicates that their ! 
leadership is a generally Sa. 
accepted fact. —- 


Color 3 


ROY A I BROWN These colors correspond with 
those recommended for Fall by 
the Joint Styles Committee: 


Color 3 ROYAL BROWN 
Color 31 to RUGBY TAN 


| HARVEST BROWN Color31 HARVEST BROWN 


to WOODLAND BROWN 
Color 98 Color 98 INDIA TAN 


INDIA TAN to INDIA TAN 


"THE marked subtlety of shade—the deep rich coloring so charac- 

teristically NEW CASTLE, are the result of veteran craftsman- 
ship applied to “the choicest raw stock that grows.” The result is not 
to be duplicated on less expensive skins or by less skilled workmanship. 


NEW CASTLE LEATHER COMPANY 


NEW YORK 


i 
| 
| 
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October Shows Good Increase 
in Retail Trade 


Volume Fell Off Somewhat During Last Part of 
Month But Merchants Believe It to Be 
Only a Temporary Lull 


NEW YORK 
Business Consistently Good 


New York retail shoe merchants 
are enjoying a consistently good 
business, and with few exceptions, 
good gains are being made in sales 
totals over the same period of last 
year. More seasonable weather 
has stimulated the demand for new 
footwear and the opera season and 
the swing into more social activi- 
ties in general has created a strong 
demand for evening slippers, which 
in some cases, is surpassing expec- 
tations and has led to quick re- 
orders. In evening slippers the 
metals have the upper hand, with- 
out any question. While the de- 
mand has shifted somewhat from 
plain gold and silver kid, to fancy 
interpretations, such as emboss- 
ings, appliqués, etc., the main idea 
of metal is still uppermost. 

In shoes for less formal occa- 
sions a rather wide variety is 
selling. Plain opera pumps 
are not as popular as they 
were, but are still selling 
well. Step-in models, straps 
and fancy oxfords are sell- 
ing in about equal propor- 
tions, according to several of 
the mid-town merchants. 
Fancy oxfords are looking 
better every day, it is said, 
and while they are not ex- 
pected to contribute any im- 
pressive portion of the sales 
totals for the season, there 
is little doubt but that they 
have stimulated business and 
many have considered them 
as extra pair business get- 
ters. 

In strapped models the 
best selling styles carry deco- 
rations, principally contrast- 
ing strappings or design ap- 
pliqués. In the latter the 
modernistic trend is growing 
stronger, with rather sharp 
angular designs and bold 


shoes. 


other footwear. 


arcs leading in high styles. 

For volume selling patent leather 
seems to hold the lead, although 
being crowded hard by Russia calf, 
kid and suéde. The last mentioned 
is showing up stronger than it has 
for many years, and is growing in 
demand, not only in black and 
brown, but in grey as well. The 
strength of the demand for gray 
footwear is a surprise to many. 
Pipings have not been reserved as 
the exclusive prerogative for trim- 
ming women’s shoes. Men’s ox- 
fords of patent leather with a con- 
trasting top binding of tan have 
made their appearance here and 
are selling well. 


CINCINNATI 
Trade a Trifle Slow 
The brakes on business in Cin- 


cinnati began to drag during last 
week, especially among the larger 


The John Connors Co. of Bangor, Me., has built 
up a corking good business selling orthopedic 
In commenting on it, T. M. Curran, the 
proprietor, says he believes that fully 90 per 
cent of the people can be sold at least one pair 
of corrective shoes, in connection with their 
He also believes that a store 
should have two lines of orthopedic shoes, one 
a flexible shank and one a stiff shank, to care 
properly for the various types of feet 


stores. The smaller dealers re- 
ported business to be good, many 
of them even being enthusiastic 
over the week’s reports. The larger 
stores, however, seemed to be dis- 
satisfied with the showing. The‘ 
apparent business depression, how- 
ever, is not one of apathy on the 
part of the public toward buying 
shoes, but rather one of paper. 
That is, merchants are not satis- 
fied with the margin of increase in 
business, last week, as compared 
with previous weeks and months. 
Weather conditions continue to be 
highly favorable. 

Early sales of evening shoes to 
women indicate a wide variety of 
tastes in dress shoes. One mer- 
chant, who caters to the higher 
priced trade, reported that gold and 
satin kids were the outstanding 
sellers among women for evening 
wear. Another merchant handling 
the same kind of trade reported 
that gold and silver satins 
were outstanding, but that a 
flesh satin with kid trimming 
was receiving quite a bit of 
attention. This same style 
with an embroidered toe also 
seemed to be a favorite. All 
merchants reported that 
black satins were the out- 
standing thing in milady’s 
choice for evening wear. 
Brocades and white satins 
for tinting also are receiv- 
ing some play. 

The great volume of busi- 
ness in women’s shoes con- 
tinues to be in black patent - 
leather pumps and strap ef- 
fects. Golden brown and 
tan pumps have advanced in 
number of sales, but are far 
from attaining a threatening 
position so far as the popu- 
larity of black patent is con- 
cerned. High shoes are be- 
ing sold to the conservative 
and elderly trade. 

Men are still demanding 
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Nothing takes the place of 


LEATHER 
Quality and Service: 


The solid leather shoe is broadly advertised. 
The shoe trade demands grain insoles, 
grain counters, leather box toes and all- 
leather heels. 


Shoe manufacturers are constantly increas- 
ing their lines with heels of solid leather. 


We offer the finest quality oak and union 
bellies for insoles and counters and spe- 
cially tanned shoulders for the welting 
trade. Special bends for top-lifting of 
close fibre, solid and long wearing. 


' Our present production of offal—bellies, 
shoulders and heads—cannot be sur- 














Our large production and widespread dis- 
tribution enable us to meet all require- 
ments and give a personal service to the 
shoe manufacturer. 





THE UNITED STATES LEATHER COMPANY 
New York Chicago Cincinnati St.Louis Richmond 


The UNITED STATES LEATHER CO. of MASS. 
BOSTON 


Selling Agents 


McAdoo & Allen A.J. & J. R. Cook 
Philadelphia San Francisco 
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cently opened 


tan low shoes, although the popu- 
larity of black is becoming more 
of a factor. Some boots are being 
sold because of the cold weather. 


SAN FRANCISCO 
Retail Trade Depressed 


The retail shoe business in San 
Francisco has been suffering from 
a noticeable depression since about 
October 10. So acute has this con- 
dition become that during the last 
days of the month several of the 
prominent shops have been putting 
on sales, offering new merehandise 
at distinet price cuts. The sales 
volume in men’s shoes is also some- 
what affected by the general condi- 
tions, but of course the depression 
is most sharply felt among those 
shops earrying heavy women’s 
stocks or catering to women exclu- 
sively. 

There are two reasons for this 
depression in a season that started 
so auspiciously. First, October 


weather has been of the balmy In- 


dian Summer variety and the lure 
of the beaches, golf links, open 
road and bridal paths completely 
counterbalances the attractions of 
the downtown shop windows and 
the shops themselves. San Fran- 
cisco is busy playing outdoors with 
the result that afternoon shopping 


crowds are very light. Second, the © 
fall fashion and buying season in’ 


New exclusive Glove Grip store 
operated by Paul L. Pontius in 
Cleveland. The store was re- 


Ninth Street 
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of statehood and the city was the 
center of festivities. Consequently, 
San Francisco during the early fall 
season was thronged with tourists 
and this naturally led to buying ac- 
tivity in the retail shoe shops. 

While there are some shops who 
are seeking to alleviate the present 
acute condition with sales, the gen- 
eral belief is that the situation is 
only temporary and with the open- 
ing of the holiday buying and so- 
cial season will be remedied and 
adjusted. 

Relative to materials, black pat- 
ent leathers and satins are still 
running about even with a notice- 
able demand for tan and brown 
leathers developing. Strap styles 
are slowly being superseded by 
opera pumps and step-ins and 
buckles to go with these enjoy good 
sales. 


MILWAUKEE 
Business About Normal 


Business for the month of. Octo- 
ber in Milwaukee shoe stores ran 
about normal for this time of the 
year. Although there was a quiet 
period at the beginning of the 
month, the activity of the past few 
weeks has shown.an improvement, 


‘and the majority of merchants re- 


port a slight increase over last Oc- 
tober. Little change in the gen- 
eral demand has’ been noted. In 


San Francisco opened in the midst “many quarters, tans were expected 


of a state wide celebration, com- 


memorating California’s 75th year 


to, show, more activity as the sea- 
son advanced, but they have not 











been of particular importance so 
far. Patents hold their own as 
the leading material, and at present 
there is no indication that they will 
not continue to do so for the re- 
mainder of this year. 

“The volume of business has 
shown only a slight increase over 
last year, but the season promises 
to be a very profitable one,” stated 
C. A. Helmbacher, manager of the 
Walk- Over Shoe store. “Patents 
are the outstanding material at 
present and they probably will be 
for some time to come. But there 
is no outstanding style. We are 
showing about 150 different pat- 
terns and there is no one style 
showing up above the others. One 
woman asks for a strip pump, the 
next. for a regent pump, a third for 
a D’Orsay pump, another for a gore: 
pump, while still another will want 
a strap. We looked for a heavier 
demand for tans when the weather 
turned colder, but so far this has 
not materialized.” vm maces 

Plain pumps have been leading 
the demand at the Schumacher 
store, according to J. A. Schu- 
macher, who states that patents are 
leading, and dull leathers are tak- 
ing a second place. He finds that 
plain pumps are selling with sepa- 
rate cut steel buckles. Mr. Schu- 
macher is looking for a trend to 
tans within the next few weeks. 

“Business in general is very 
good,” reported C. E. Collar, buyer 
for Gimbel Brothers. “As soon as 
the weather is cold or sloppy, 
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OLIDAY styles for the holiday 
season! Cozy, colorful Snug-lers 
that attract every Christmas shopper. 
This slipper is one of many new Snug- 
lers that will boost your Christmas 
profits. It is a ladies’ moccasin with 
padded sole, spring heel, and embroi- 
dered fawn collar and tongue. 


You can get this and all the other 
new, striking numbers without losing 
a minute. There is a “‘U. S.”’ branch 
right near you, ready to ship your 
goods at once. Quick delivery is a 
“U.S.” feature. 


Give the “U.S.” salesman your order 
for felts, and do a big Christmas busi- 
ness with snappy, popular Snug-lers. 


‘United States Rubber Company 
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things begin to pick up. The cold 
snap during the latter part of Oc- 
tober resulted in an unusually early 
demand for galoshes, and I believe 
that there will be-a big business in 
this line because of the appearance 
of a new article which can be re- 
tailed at $2.95. Social activities 
connected with Hallowe’en and 
similar events brought in a call for 
party slippers. Silver and gold kid 
are showing the most activity at 
this time, although there is also 
some demand for brocades. For 
general use, patents are still in the 
lead, especially buckle pumps with 
bone or cut steel buckles.” 

These three stores all report a 
good men’s business during the past 
week or two. Men are feeling the 
effects of colder weather as well as 
women, and are selecting fall shoes. 
For younger men, tan oxfords with 
very wide toes and heavy soles have 
been active, while more conserva- 
tive customers are selecting tan and 
black in narrower lasts. 


ST. LOUIS 
Slight Increase Shown 


Business .for the week ending 
October 31 remained unchanged 
with the number of stores report- 
ing slightly in favor of those show- 
ing an increase. Early reports in- 
dicate that the month of October 
will show a considerable increase 
over that of a-year ago. This sen- 
timent prevails in practically all 
stores. October of last year 
was a rather healthy one and 
an increase during 1925 is 
encouraging from a business 
viewpoint. In most stores 
the year continues to be 
ahead of 1924 and there are 
none who doubt that it will 
finish with a substantial in- 
crease. 

Last Saturday was one of 
the biggest days experienced 
by the department stores in 
quite a long while. Two de- 
partment stores featured 
sales with approximately 25 
pages of advertising in one 
paper alone. This punch 
completely swamped these 
stores. The crowds were 
practically impossible to 
handle. The sales are an an- 
nual affair and reports were 
that they showed an increase 
in the volume in the shoe de- 
partments of both, over the 
sale of last year. It had the 


effect, however, of slowing up 
business in the other retail 
shoe stores. The buyer of 
one of the stores stated that 
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$600 worth of men’s kid house slip- 
pers were sold off the end of one 
of the bargain tables in the main 
aisle. In the children’s depart- 
ments there was bedlam, with every- 
body attempting to be served at 
once. 

Tan calf oxfords had an increase 
during the past week. Other high 
heel patterns in this material con- 
tinue to lag behind. Patent and 
satin are again dividing the hon- 
ors, with patent having a slight ad- 
vantage. Some trimmed patents 
have sold but there is little volume 
in these sales. Velvets, too, are 
selling fairly briskly. In patterns, 
pumps still have a run-away field. 
An occasional nibble is felt for two- 
straps. One-straps are being sold 
in about the same proportion as in 
the past. 


CHICAGO 
Trade Off a Trifle 


The marked interest in footwear 
that has prevailed over the past 
several weeks fell off somewhat in 
Chicago the past week and gener- 
ally sales were reported as some- 
what below the figures of weeks 
previous. But business is still ac- 
tive and last Saturday, particular- 
ly, was a very good day on State 
Street and in the Loop district. The 
week was unfavorable from a 
weather standpoint, being rainy and 
cold with a persistent “sloppiness” 
\that scarcely encourages the sale 
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An unusual method of displaying a wide 
range of hosiery colors. 
a platform about six inches above the level 
of the floor window, The full color range 
is then draped from the outer edge of the 
platform, feet ends resting on the floor 


of the window 





The forms are on 
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of anything except rubber footwear. 

Incidentally, with the exception 
of those fabrics that have been ex- 
traordinarily popular through the 
fall, merchants are carrying fairly 
heavy stocks that have been stead- 
ily accumulating as the weeks have 
passed and there has been a very 
perceptible lull in buying. 

Patents and satins continue to 
be the leading fabrics and the many 
variations of the pump, gore and 
strap patterns about cover the style 
range so far as steady popularity 
is concerned. 

Speculation is rife on the street 
now as to the shade of tan that will 
have the greatest call in the spring 
buying. One buyer whose record 
on the street is good is very much 
in favor of the real light shades for 
both men and women, while others 
are inclined to favor a medium 
shade of light tan—tinging a bit 
more toward the rosewood shade. 
Patents and satins are being held 
for high favor through the spring 
and on into the summer with almost 
every buyer, and future orders 
carry considerable of these fabrics. 

Ornamentation of both vamp and 
heel continues to grow steadily in 
favor and almost all of the “new” 
models shown on the street are 
variations of ornamentation rather 
than of design. Kidskins are pop- 
ular in both colors and black. The 
many fragile colorings possible in 
this leather create soft harmony 
and contrast that form a splendid 
background for attractive 
footwear. Right now the 
foremost adaptation of this 
mode seems to be in the use 
of several colors of brown 
and tan in a terraced color 
effect over the vamp of the 
shoe and caught with either 
buckle or bow on the inside 
of the throat with the color- 
ed leather scarf. effect 
spreading out in fan shape 
at the welting of sole stitch- 
ing on both sides of the shoe. 
The popular sabot pattern of 
a year ago is being employed 
in slightly changed manner 
as the base for most of this 
patterning and the newer 
slipper models have a higher 
instep, coming further up on 
the foot. Some dazzling ef- 
fects are being created with 
brocade and brocaded leath- 
ers but these are strictly 
“high style.” 


DETROIT 


Pumps Leading in Sales 


From all sources the in- 
[CONTINUED ON PAGE 88] 
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No. 3262—Martha Washington 
Pg Cedar Cliff Guaranteed 
Goodyear Welt, 13-8 Cuban 
Prince. Wood Heel, Width A, Sizes 4 
9; Width B, Sizes 314-9; wees, 249. 








Made ¥’ Cedar ChifF Epa 


At last! Martha Washington Shoes of fine smooth Cedar Cliff Guar- 
anteed Satin—a satin of such exceptional quality that the makers give 
it their positive guarantee. Here is a satin slipper under the nation- 
ally famous Martha Washington name, made of guaranteed Cedar Cliff 
Satin—a slipper backed by a double-barrelled selling force. 


Order it now — from stock 


F. Mayer Boot & Shoe Co. 


Milwaukee, Wis. 
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Factory Output Shows Increase 
Immediate Shipment Orders Hold Up and Wholesale Trade, as a 





Whole, Shows Good Gain Over Last Year; Some 
Districts Beginning to Plan for Next Spring 


MILWAUKEE 
Factories Are Busy 


Milwaukee shoe manufacturers 
continue to report very satisfactory 
business for fall. Orders are com- 
ing in nicely and in some instances 
production has been increased. 
Work has been started on spring 
lines by factories that are selling 
to the jobbers. 

“Business for the month of Oc- 
tober was very good, and we are in- 
creasing our production 25 per 
cent,” stated G. E. Musebeck, vice- 
president of the Edmonds Shoe Co. 
“Orders have been coming in very 
well during the past month with 
mail orders running about 28 per 
cent.” 

“Our business for the past month 
has been very good and our Twin 
Scout shoe for children have been 
going over better than we had ever 
hoped,” stated Joe Miller, sales 
manager of the Wellauer-Noll Shoe 
Manufacturing Co. “We are now 
working on our spring lines and it 
looks as if it would be about 75 per 
cent colored calf. Both oxfords 
and straps will be shown in about 
equal numbers.” 


There is also a good demand for 
work shoes which are made in a 
number of local factories. W. G. 
Hanson, vice-president and general 
manager of the Albert H. Wein- 
brenner Co., states that business 
has been very good at this factory 
which is among those featuring 
work shoes. 

Twenty-two members of the Mil- 
waukee Shoe Credit Men’s Associa- 
tion made the trip to Chicago for 
a joint meeting with the Chicago 
organization of shoe credit men, 
which has become a semi-annual 
event with the two associations. 
The meeting was held at Edge- 
water Beach Hotel and such credit 
questions as service charge, inter- 
est charge and composition were 
discussed. A banquet followed the 
business meeting. Milwaukee credit 
men report a very interesting gath- 
ering. 


ST. LOUIS 
Increase in Shipments 
While October was one of the big 


months of 1924, every indication 
from reports received from some 








of the large manufacturing firms in- 
dicates that an increase in ship- 
ments will be made over the same 
period of a year ago. Business is 
coming into the houses in good vol- 
ume. Very little future business is 
being placed and practically every- 
thing is for immediate shipment. 
The head of one of the largest 
houses stated that they hardly knew 
what a future order looked like. In- 
creases were being made, he stated, 
but they were from week to week 
and day to day business. In this 
particular house gains were being 
shown in spite of the tremendous 
volume piled up last year. 





PHILADELPHIA 


Wholesale Trade Reported Fairly 
Good 


Shoe manufacturing plants here 
are being operated at about 80 or 
85 per cent of their capacity, turn- 
ing out footwear for the immediate 
trade. With the exception of a few 
specialties here and there, there is 
no business beyond a three or four 
weeks’ period. The trade is still 
buying on a hand-to-mouth basis 
and new business is hard to de- 
velop. Prices on leather and on 
shoes show no changes. There 
have been requests in some fac- 
tories for wage increases, coming 
especially from the stitchers and 
inseamers, but they have generally 
been refused. 

One factory making young peo- 
ple’s footwear reports that there is 
quite a bit of advance buying on 
both high and low shoes in shark 
skin, a material which this firm is 
making a feature of at present. It 
is also selling the immediate trade 
a lot of tan calf oxfords. Blacks 
do not figure very prominently ig 
the demand in this firm’s lines and 
combination tops are only in inci- 
dental call. 

A large factory which is being 
operated at about 85 per cent of its 
capacity reports that while there is 
a little call for tan calf, the big de- 
mand is for. black in patent leather, 
satin and kid. Patterns are simpler 
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His feet were tired. He had to be on them 
all day long. In spite of his activity, he 
was getting heavy. He felt that he needed 
sturdier shoes, shoes that would give plenty 
of support to the arch and still be com- 
paratively light of weight. He went into 
a shoe store to explain his foot troubles. 








A bright, young clerk approached him and 
was quick to sense his needs. He took from 
stock a light calfskin, Goodyear Welt shoe 
with a Crawford Arch Supporting Shank. 
The man with the tired feet slipped them 
on and walked up and down the carpet for 
a few minutes, thoughtfully. Then, he 
turned to the clerk, his face beamed relief, 
and said, “Those feel good. What gives 
that restful feeling?” 


“Oh! that’s the Crawford Shank,” said the 
clerk, and he explained it. 


The Crawrorp Arcu Suprportinc SHANK 
is a resilient steel brace built right into the 
shank of the shoe. A truss riveted to the 
under side of the shank keeps it always in 
its original curved shape and prevents it 
from breaking down. One end of the shank 
is slotted and fitted around a split rivet so 
that it may slide back and forth as the 
weight of the body is applied and removed 
from the foot. In this way, the shank is 
always snug against the arch of the foot, 
yielding just enough, under pressure, to 
accommodate the natural flattening of the 
arch and springing back with the foot as 


The man mentioned above bought the 
shoes. He left the store spryly and happily. 
He stopped down the street a short ways 
and pointed out to some friends the store 
that carried shoes with Crawford Arch 
Supporting Shanks. 


a7) 








Not only good customers but 
firm friends patronize the store 
selling shoes with Crawford 
Arch Supporting Shanks. 


United Shoe Machinery ei 


BOSTON, MASSACHUSETTS 
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and consist mostly of front gore 
models with buckles and various 
strap effects. Prices on raw ma- 
terial are very firm. 


ROCHESTER 
Factories Enjoy Good Business 


Rochester shoe factories are still 
fairly busy, but business is a little 
less active than it was during Sep- 
tember and early October. Orders 
for at once or three weeks’ deliv- 
ery are still being received at a sat- 
isfactory rate and factory produc- 
tion schedules are well ahead of a 
year ago. Conditions in the chil- 
dren’s factories are reported to be 
extremely satisfactory. This branch 
of the Rochester shoe industry did 
not receive the early season impetus 
that the women’s factories had, but 
are now enjoying a more satisfac- 
tory volume of business than they 
have had for some seasons past. 

The demand for children’s turn 
shoes has increased materially dur- 
ing the past season and the produc- 
tion of welts for children has also 
held up very well. Stitchdown 
shoes which have been extremely 
popular for several seasons past 
are now manufactured in a big way 
by Rochester children’s shoe manu- 
facturers and this new business 
plus the increased business in 
turns and welts has given Roches- 
ter children’s shoe factories an ex- 
tremely satisfactory season. 


LYNN 


Gains for oxfords and ties were 
reported last week. But business 
is easing off. It always does as the 
year end comes. It looks as if 
2,000,000 more pairs of women’s 
shoes would be made this year than 
last by all the factories of the coun- 
try. This is a good gain. But it 
might be better. That it will be 
better is the belief in which Lynn- 
ers are working. 

Styles are getting on a gold basis. 
Metallic effects are much wanted. 
Woody browns,.in suéde, appear to 
be gaining. Russia calf is moving 
up to lighter tones. Blonde satin 
and blonde kid are selling again. 
Some bright colors that are aston- 
ishing are already in Lynn sample 
lines for 1926. Lynn is getting 
away from blacks, though there are 
some exceptions, for the fine trade 
sticks to conservative blacks. 

Lasts, for immediate and for fu- 
ture business, are modeled all the 
way from short, blunt toes, includ- 
ing the extreme balloon toe, to 
long, narrow toes. Patterns range 
from puritanically plain pumps to 
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those elaborate designs of arcs and 
angles that are called futuristic. 
It is a buyer’s choice with patterns, 
and there is no limit. Materials 
and colors are the most important 
factors in styling shoes, according 
to Lynners who were at the recent 
style conference. But patterns can- 
not be ignored, for the patterns 
provide for the use of the mate- 
rials and the blending of colors to 
best advantage. 

Underlays and overlays of leather, 
in novel designs, which are to be 
seen in many factories, reveal the 
combinations of plain and fancy 
leathers to get unusual color effects, 
as well as contrasts of materials. 
For instance, there are suéde pumps 
with inlays of ombre leather, or tan 
calf oxfords or ties with overlays 
of reptile grains. 

New stitched ornamentation is 
appearing, as for instance, patent 
leather pumps, with delicate lines 
of red stitching on the throat, and, 
possibly, small inlays of red leath- 
er in square or oval designs. Or 
suéde shoes may be brightened with 
vamp or quarter collars of irides- 
cent patent leather. The combina- 
tions of materials are limited only 
by the designer’s resourcefulness. 





BROCKTON 


Men’s Welt Slippers With Men’s 
Welt Shoes 


One of Brockton’s leading shoe 
manufacturing houses making 
men’s fine footwear is showing this 
season for the first time, in con- 
nection with its regular line of 
men’s welt shoes, a sample of a 
men’s welt slipper. This is made of 
light weight kid on the opera pat- 
tern, in the same factory and with 
the same grade materials and work- 
manship as the shoes. A member 
of the concern says in regard to 
this plan: “We are trying it out 
in order to get the reaction of retail 
shoe merchants. It seems to us 
that men’s welt slippers can be 
profitably sold by merchants in 
connection with men’s welt shoes. 
The wearing qualities of a welt 
slipper are superior to those of any 
other process.” 


HAVERHILL 
Sandals Favored by Designers 


For the spring and summer of 
1926 Haverhill pattern designers 
are planning to show cut-out san- 
dals. This pattern, which has en- 
joyed much favor during the past 
few seasons, is one which in the 
opinion of members of the local 
trade ‘is due for a renewal of this 
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popularity next year. As indicat- 
ing the selling quality of this pat- 
tern, it may be stated that last year 
one shoe manufacturing concern in 
New England sold cut-out sandals 
to the value of $1,500,000. With 
new ideas introduced into cut-out 
sandal patterns, which undoubted- 
ly will be done for next year’s sale, 
it is considered that there are im- 
portant possibilities in store for 
this footwear. It is logical for hot 
weather, combining comfort and 
style. No doubt the original of the 
cut-out sandal was designed on the 
old Greek and Roman patterns. 
Modern types of this footwear, how- 
ever, have developed to a point of 
style which has created an exten- 
sive demand in the past and will, 
in the opinion of local pattern de- 
signers, increase for the future. 


Freeman-Beddow Shoe 
Mfg. Co. Organized 


BELOIT, Wis.—J. A. Beddow, for 
several years superintendent in 
charge of manufacturing for the 
Nunn-Bush Shoe Company of Mil- 
waukee, has become vice-president 
and treasurer of a new shoe concern 
—the Freeman-Beddow Shoe Manu- 
facturing Co., of Beloit, Wis. The 
company has taken over the plant 
formerly occupied by the Freeman 
Shoe Mfg. Co. and plans to make a 
line of popular price men’s welts of 
a grade above the merchandise pro- 
duced by the Freeman company. 





J. A. BEDDOW 


Mr. Beddow has been connected 
with the shoe industry since early 
boyhood, having begun his career 
with the old Pingree Shoe Company 
of Detroit, with whom he worked his 
way up to factory superintendent. 
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October Shows Good 


Increase 
[CONTINUED FROM PAGE 83] 


creasing popularity of the pump is 
confirmed. This does not mean 
that straps are not selling, because 
it is probably a race between the 
two styles for popularity. The 
pump is gaining favor and the 
buckle is leading it to victory. 
Black patents are most in demand 
with black satins in second place. 
Blond kids are fair in some stores 
while the satins of that color are 
not wanted at all. Tan kids in a 
mahogany shade are selling well at 
one shoe department. 

A very pretty pump with a cut- 
out over the instep is shown at 
Fyfe’s in patent leather, black 
satin, and black satin with steel 
bead embroidery. The cut-out gives 
the effect of a narrow strap across 
the instep. The plain lines may be 
worn with buckles, making this a 
double header. 

The men’s shoe business is not as 
active as the women’s. One mer- 
chant said: “I do not know what is 
the matter with the men’s business. 
It is true that we are topping last 
year’s sales, but with a larger city 
and many thousands of men work- 
ing more days it seems to me that 
business should be better. I’d like 
to know what is the matter, and 
whether we are doing as much 
business as we should.” 

Reports everywhere are the same. 
The men’s business is slightly bet- 
ter than a year ago when it is 
thought it should be a great deal 
better. Another merchant said: 
“We are doing a whale of a busi- 
ness on the women’s side of the 
store but we are falling down on 
the men’s side.” This store handles 
a high-grade staple line. and the 
manager is considering the advis- 
ability of putting in more lines for 
the younger element as a remedy. 
The question is asked, however, 
whether the young fellows will pay 
$14 or $15 a pair for their shoes, 
and that is the quality handled in 
the store in question. 

Never before have women in De- 
troit paid so much attention to eve- 
ning footwear. Some stores are 
featuring evening lines very strong- 
ly and getting additional business 
through these sales. At Lubin’s, 
Inc., colored velvets in D’Orsay 
types of pumps with appliquéd 
trimmings of gold and silver kid to 
harmonize with the evening gown 
are the best sellers. Silver and 
gold kid plain opera pumps’ come 
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THE SHOE FOR MEN 
BROCKTON, MAS: 


ELLIOT SHOB CO. 




















HENRY LILLY CO. 
88-90 Reade St. New York 


AUCTION TRADE SALES 
at 


SHOES and RUBBERS 
Every Wednesday and Friday 











PULLMAN TRAVELING SLIPPERS 


Paw ‘than ever in Quality and fit 

ator,owner, of Hark Aillman’ 

MADE ONLY IN P GENUINE 
GLAZED KID 


full ses 3 toll in Stock 
M. GUSTIN CO. 
Rs: New York 


' lack—$1. 
\ Brewn—$i.60 per ~ 4 








STOCK DEPT.5 


SNAPPY SNAPPY 
ACTION! STYLES! 
“They've Got to be Stetson 
to be Snappy” 


THE STETSON SHOE CO., Ine. 
Seuth Weymouth, Mess. 








SNAPPY SHOES 


FOR YOUNG MEN 


Up to the minute Styles. Selling 

values wu Priced to 

please. Investigate. 
CRAIG-REED & EMERSON, Inc. 








Boston Office, 10 High St, Room 304 
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PARISTYLE FOOTWEAR MFG. 00. ine. 


41-45 Chtngs Oobe Donen tide? Ses oe 


HIGH GRADE MULES and D’ORSAYS 
























Write for Prices 
BEST-EVER SLIPPER CO., inc, BROOKLYN, N. Y. 
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The Quality 
Pullman Slipper 
RED BLACK TAN 
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Swan Shoe Co., Baltimore, Md. 
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Stylish Comfort Shoes 


















DR. CAMPBELL’S 
HEALTH SHOE 


Ask for New 
Catalogue 


Powell & Campbell 
122-124 Duane St., 
New York City 

































Many dependable and 
Profitab’ con- 
etantly in Stock. Send for latest price list. 





H. K. GARDINER CO., PITTSFIELD, N. H. 




















EMIL RUBLACK 
Maker of Artistic 
Price and Sale Tickets 
Samples pees Free on 


140-142 WEST BROADWAY 
NEW YOR 



















BOOT AND SHOE RECORDER 


next. Many of the lines have deco- 
rated heels set with rhinestones and 
with rhinestone buckles to match. 
At R. H. Fyfe & Co.’s, plain satin 
opera pumps dyed to match the 
gown are most in demand. Heels 
are higher than ever this season. 
Mr. Lubin remarked upon this ten- 
dency, and said: “I’ve bought a line 
with a three-inch heel to meet the 
demands of the extremists in heels.” 
There is a conservative demand for 
silver and gold brocades, but the 
velvets and silver and gold kids 
and plain satins lead strongly. 


PHILADELPHIA 
Business Ahead of Last Year 


Burton B. Turner, of Hanan & 
Son, reports that business is run- 
ning ahead of last year. There is 
good call for black patent leather, 
suéde, and satin. Brown ooze and 
Russia calf are also selling well, 
and there is good business in brown 
alligator. Strap effects are a fea- 
ture of the market as are also 
operas. Plain patterns have the call 
in preference to the elaborate mod- 
els. Buckles are selling very well 
in low cut effects. Mr. Turner finds 
very little call here for brown kid. 
Gray lizard, however, is selling 
quite well. Prices show no change. 

The Philadelphia Shoe Retailers’ 
Association held its first meeting of 
the fall season on October 21 in the 
new Raphael Juvenile Shop at 1709 
Chestnut St. Approximately 100 
members attended. C. C. Bane, the 
president of the organization, was 
unable to be present and George 
McLaughlin presided in his ab- 


sence. The chief speaker of the 
evening was Prof. Arthur J. 
Davidson, orthopedic surgeon of 


the Jefferson Hospital, who gave 
the members many points to think 
about. Other talks were given by 
Horace J. Gentel, the secretary of 
the organization; Albert Forster, 
of Manayunk; and Messrs. Raphael 
and Goodman, the proprietors of the 
store in which the meeting was 
held. 


ROCHESTER 
October Ends With Good Week 


Business for the week ending 
October 31 showed much improve- 
ment over recent weeks and local 
merchants report that the month 
of October showed considerable 
improvement over the same month 
last year. The first snow of the 
season which came in the middle of 
last week did much to stimulate the 
retail shoe business and local shoe 











BALLET SLIPPERS—IN STOCK 
of the un kind 
‘ Style Biez Blk. Glazed 
Kid, Seft Toe 
6-11 11%-2 2%-8 
$1.30 31°48 stat 
CUSWARTE AMENDED 


in Ballet Manufact 
241 No iith Street Philadelphia: Pe, 




















IN STOCK 
BLACK BALLET SLIPPERS 
Ladies’ 
$1.26 pr. 









$1.15 pr. 
Os Guce Ewe SS 
147 Duane St.. New York, N. Y. 
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Athletic Shee Mig. Co., 124 N. Third St, Philadelphia 
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Alse Men's and Wemen’s Slippers of every description 
METROPOLITAN SLIPPER CO. 
134 W. B’way, near Duane St. New York 
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ARLE SHOE PATTERN CO. 
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men are looking forward to a con- 
tinuation of good business for the 
balance of the year. 

Patents are still the leading ma- 
terial, followed closely by satins. 
Black suéde, which early in the 
season was expected to be an ex- 
tremely good material, but which 
J. R. BEATON CO., Inc. for some unknown reason did not 
331 FOURTH AVE., NEW YORK sell as expected, has jumped into ex- 

treme popularity during the past 
two weeks and the calls for black 
suéde is reported: to be increasing 
daily. Pumps and straps are still 
the big sellers, but the extreme 
cold weather has stimulated the de- 
mand for heavy weight brogue ox- 
fords. 

Reports from exclusive men’s 
shops also indicate that the weather 
has materially stimulated business. : 
Light tan oxfords still have the 
call as the leading men’s shoe style. epee © SE Ais, Benton, Bini. 


NU-SHINE| | Harry A. Goller with Hicks- est Virginia 
Preserves Leather Goller Shoe Co. Fibre Board 


Beautifies Footwear dni Gus Counters, 
Makes O11 Shoes Look New BostoN—Harry A. Goller, for- BB a wep Heel Reinforcers, 


THEE WUSESINE CO. merly of the Allen-Goller Shoe Co., Pulp Products Departmen 

a Se Ree NS has joined with Herbert H. Hicks in WestVirginia Pulp & Paper Company 
forming a new company known as 

the Hicks-Goller Shoe Co. They have 


taken over the established shoe fac- T. W. Gogeos, Pres. F. y, B. Jones, Treas. 


tory at 64 Vale Street, Chelsea 
: ra : F. E. JONES CO. 
where Mr. Hicks has been in charge pate clans 


of production for some time. Mr. 

Hicks will continue in general M A T K I D 
charge of the manufacturing end of SOUTH STREET 

the business and Mr. Goller will as- sas : ne 
sume charge of merchandising the 
line, which consists of popular price 5 
wood heel novelty McKays. Both SHOE SUNDRIES, Inc. 
men have had wide experience in all ARROWSMITH MFG. CO. 
branches of shoe manufacturing and DR. WOOD FOOT APPLIANCE CO. 
distributing, Mr. Goller having been ait the, debubiidia 
associated with the Lynn market 210 St. Clair Ave., Cleveland, 0. 
much of his business life and Mt. 
Hicks, before assuming charge of 
production in the factory where the 
new firm has established itself, hav- 
ing spent twelve years with Hilliard 
& Tabor of Haverhill. An imme- 
diate output of 1200 pairs per day 
is planned and Mr. Goller already 
has left, with a full line of samples, 
to call on the trade which he has 
served over a long period of years. 
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George Gregory with Shoe PH 5 foe 
Specialty Co. 140 W. Broadway, New York 
St. Louis—George Gregory, well = en 
known to the shoe trade, is now as- 
sociated with the Shoe Specialty ee 99 

Mfg. Co., branch of the Interna- . ELAM 
tional Shoe Co. He will make his | FlexibleTurn Shoes 

headquarters at the factory and will for the Jobbing Trade Exclusively 
be glad to see his friends who may F.-S. ELAM SHOE Co. 


: : * ROCHESTER, N. Y. 
come to this market at his office in Sete: Ginn, Wie i Gee 


’ the factory at 3417 Locust Street. 
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ARCH FITTER ) 


TRADE MARK 





The Extra Volume That Spells Profit 


In Stock Now 


B1927—Tan Calf Four Strap, imitation tip, medium 
toe, 14/8 Wing. Cuban heel, standard forepart, narrow 
heel measure. 
Widths AAAA to EEE 
Sizes 2% te 11 


Price $5.00 


B 1948—Black Glazed Kid Three Button Cut-out Sandal, 
medium toe, 14/8 Cuban heel, Wingfoot top lift, stand- 
ard forepart, narrow heel measure. 


Widths AAAA to EEE 
Sizes 1 to 11 


Price $5.00 
also stocked in 
B 1947—Tan Kid at $5.25. 
B 1946—Black Satin, covered heel, at $5.25. 
B 1949—Patent leather at $5.00. 
B 1937—White Kid, covered heel, at $5.75. 
B 1941—Black Ooze, covered heel, at $5.50. 


Note: Sizes 8% and 9 are 35c. extra, 9% and 10 are 
50c. extra, 10% and 11 are 75c. extra. 


There is a single pair packing charge of 25c. per pair 
on all orders of less than three pair, not necessarily 
of one style. 














OW much more business 

would it require to 
make your moderately suc- 
cessful store a conspicuously 
successful store? 


Not much, for you could no 
doubt do $15,000 more yearly, 
or $50.00 more daily with 
your present sales force and 
in your present quarters. 
And $15,000 more volume 
means $5,000 more profit. 


Are you wondering how and 
where to get that extra vol- 
ume? 


Coon shoes will enable you to 
develop it, for through Coon 
shoes you acquire a reputa- 
tion of selling the only shoes 
that offer complete satisfac- 
tion to a large class of 
women; women who buy “fit” 
instead of “shoes.” 


The possibilities in Coon shoes 
are unlimited, for they are 
available in “outsizes” and 
various combinations and are 
stocked in the widest range of 
sizes and widths known in the 
shoe world. 








165 N. Water St., Rochester, N. Y. 








Chicago Office: 189 W. Madison St. 








When writing to advertisers please mention Boot anp SuHoz Recorper 








BOOT AND SHOE RECORDER November 7, 1925 








That’s A Perfect Job! 


W ie a marvel Repco Dye is for dyeing black, all kinds of russet, 

tan and other light-colored leathers. It is very easy to dye light- 

“colored shoes a permanent jet black with Repco Dye. When dry, 
it can easily be rubbed up to a smooth, glossy lustre. 


The shoes will look as though they were always black. Repco has 


no offensive odor and is unaffected by water. 


Repco Dye is now put up in convenient 24%-ounce bottles. This 
new size is particularly adapted for home use. Your customers will 
welcome Repco as a means of getting longer wear out of their light- 
colored shoes which have become hopelessly soiled. Black polishes 
and pastes can be applied over Repco with excellent results. It will 
pay you to keep a supply of Repco Dye on hand. 


For Sale by Shoe Findings Dealers 


United Shoe Machinery Corporation, Boston, Mass. 


San Francisco Branch: 859 Mission Street 
J. K. Krieg Company, 39 Warren St., New York City 


When writing to advertisers please mention Boot anv Suor RecorvER 
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PATENT COLT has 

many friends among 
Shoe Manufacturers, 
who prefer it to any 
other patent for at least 
some of their models. 
**CORONA’’ Colt fulfills every 
requirement of price, cutting 
figures and quality, for either 
high-grade or medium-grade 
- shoes. 


The Beebe Leathers include CORONA 
Patent Colt and Sides, Vici Kid, Ayer 
Chrome Calf Linings, Sheepskins, 
Suede Calf, Grain Calf, Side Leathers, 
Splits, Satins & Shoe Fabrics. 


Lucius Beebe & Sons, Inc. 
Boston, Mass. 
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SALESMEN WANTED 














Cuban Heels made quickly. 


Ed. Venor Making Shoes Nebraska, Texas and Southeastern Territories 
Where? 
Canisteo, N. Y. We have openings in the above territories for experienced shoe men. No ob- 
oa. est Al Babelade Town th the jection to limited knowledge of shoes if knowledge of territory and trade are 
United States pronounced. Must live in territory or be able to do so at once. Age limit 45. 
Salesman wanted with following to sell Our line is standardized at $4.60 for oxfords and $4.85 for high shoes, Kid, 
ae ete See me Seer” Cove Welt Arch Support and Specialty numbers included. Territories all established. In 
Montgomery and etreler & Venor of replying state age, past record and references. 
Rochester, N. Y. Children, Misses 
Gus Gtaving Give. in stock, Women's Edmonds Shoe Company, Milwaukee, Wis. 








Write, givi territory and other line 
courted. Commission only. 





Ed. Venor Shoe Manufacturing 








Salesman with established trade to carry 
as side line, a line of medium Children’s 


Canistes, N. ¥. WESTERN PENNSYLVANIA, OHIO, MICHIGAN 


We want ¢ ced salesmen to cover the above territory. We make unlined UNION 
STAMP w a SHOES, Goodyear Welt and Nailed, in Blucher, Outing and Moulder. 


Write for particulars, giving references. 
be ted rong NORTH LEBANON SHOE FACTORY, Lebanon, Pa. 

















Boston, Mass. 








Street, Boston, Mass. 








Some First Class Salesmen 


serving good credit and volume retail accounts are adding consider- 


WANTED—SALESMAN ably to their earnings by also selling from a 25 sample line of chil- 
with established trade to carry as side dren’s medium grade stitchdowns made in a specialty factory here- 
new Jaen Shen wines ane, oan tofore dealing with wholesalers. One of the best combinations of 
a, * so Sees salen” seek: design, service, and price are being made. More salesmen of this 
Address B 749, care Boot and type are wanted for territories not yet filled. Straight commission 
gpce Rasessen, B07 South Bia only. State age, references, and names of other lines now carried. 


Promptly address B 746, care of Boor AND SHOE RECORDER, 207 South 












WOMEN’S NOVELTIES 


























ell 

and you gael od = territory to * 

and foll Sales Man- new patterns often. 6 per cent commission. 
r, Finlin "Noveliy Shoes, 140 Give all details in your first letter. Address 
coln St., Boston, Mass. B-709,.c/o Boot and Shoe Recorder, 207 South 

St., Boston, Mass. 

Cc So ae States : Wi 

viwion J : ennsylvania, i 

Pennsylvania from Altoona East P Michigan 

Exclusive of Philadel iphia, New We want a salesman for this en- 

York State Exclusive of New York tire territory to sell our Quality 

City, Connecticut, Rhode Island line of boys’ and big boys’ welts, 

and Massachusetts. Here is a real Only the est accounts solicited. 

side line of ten live Good prope tion and liberal com- 

goodyear samples on four new mission the right man, but 

snappy Growing Girl shoes must be familiar and established 

that fit the ladies at a price to the in the territory. Do not apply un- 

trade so that they can sell them less you are accustomed to lores 

very fitably at five dollars. trade, and give full 

Seve: numbers carried in stock. ee with a ication. North 

~ 7% commission—5% discount. a u Dako Missouri, Ala- 

Give reference and state territory mrp Oh pa and Louisiana 

on bags aren NEENAH SHOE COMPANY 

HAAS BERGER on , 
ALLENTOWN, PA. NEENAH, WISCONSIN. 








WANT SALESMEN 


Can you sell.a line of Men’s Genu- 
ine Calf Skin shoes with 9 and 10 
iron Bend Soles for $3.50 less 5 
discount? The greatest values 
Young men’s Snappy shoes in_ the 
World. Stock carried on floor. 
Don’t apply unless you have an 
established trade. Sold on straight 
commission basis 6%. 











COBLE SHOE COMPANY, 
HUMBOLDT, TENN. 








SALESMAN wanted by old est ab Eng- 
lish Manufacturer to carry ae oe of 
English Goodyear Welted ig at 


ranging from three to sour 
Cost; on Commission B: fur olla Landed oppor- 
tunity for man with earn good money. 


Address B-721, care “and I Shoe 
207 South St., Boston, Mass. re 


ANTED-—-Hard working road 
WA Missouri and Kansas by oe. yeciees 
lines imnicen’s and Growing “Mast 
reside in territory. Address Be: aa care Boot 
& Shoe  Renander, 207 South St., Boston, Mass. 
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SALESMEN WANTED 


FOR RENT 








ARKANSAS—REAL SALESMAN 


for Nationally known Western made line 
of Men’s Dress Shoes retailing at $7.00 
and $7.50. Must live in territory and 
know the trade. Replies confidential. 
Address B 754, care Boot and 
Shee Recorder, 207 South St., 
Boston, Mass. 








SALESMAN WANTED 


For Kentucky and Southern Ohio with 
headquarters at Louisville or Cincinnati. 
Reply by letter only, giving full details 

roa A onenence and refer- 
KER SHOB COoO., 
18 st Station St., Boston 20, Mass. 


A NEW YORK OFFICE 
IN THE BEST LOCATION 


You can now secure a New York City sales office and 
display room in the best location in the largest shoe 
buying center in the world. 


Suitable for a substantial line alone or for two non- 
competitive houses. 


For details address: 


. B32, c/o Boot and Shoe Recorder, 
127 Duane St., New York City, N. Y. 








OPPORTUNITY 








STORE FOR RENT—Mineola, L. I. - Rare WANTED TO PURCHASE 


opportunity for filling opening for a real 





up-to-date shoe store. Ideal location, near 





theater, bank and _ station; long if ease; reason- 

abie ent. Apply SAL ORAMAGLI, "178 THE NEW YORK EXPORT 

—— ee PURCHASING CORPORATION 
596 BROADWAY, NEW YORK, N. ¥Y. 


Phone—Canal 6874 
BUSINESS OPPORTUNITY wit { her ee, } sicie 

















WANTED—SALESMAN 


of ability and established trade to carry 
exclusively in the States of Connecticut, 
Rhode Island, Massachusetts, eastern 
New York, Vermont, New Hampshire and 
Maine, a line of Children’s medium 
turns, liberal drawing account, no stock, 

red. Address B 55, 


and Shoe Recorder, 
207 South St., Boston, Mass. 











PARTNER WANTED—Wonderful opportun- pag ma STOCKS — 
ity for someone to become part owner of Boonies shoes always on 
two_money making shoe departments. catering special sales and bargain basements 





exclusively to women. Capital needed to in- 
crease business. Fullest tavesti tion invited. 





Address B 752, care Boot and Shoe Recorder, 

207 South St., Boston, Mass. = A S H P A I D 

- A yf ~ or —e stocks of 
shoes or for other merchandise. Leases 
FOR SALE taken over. We will send a repre- 
sentative to investigate and make 
offer upon request. 














Wane we poting me road _ travel 
ages yt Ae auto. lines Chil- 
dren’s an Girls. Mar reside in ter- 
ritory. 5 Fs -738, care Boot & Shoe 
Recorder, 207 South St., Boston, Mass. 





Zia wants more 





S ALESMAN—Have. opening. > high h grade 
man to handle line of "Brooklyn 
turn shoes through Pacific ee 
proposition for tight man. 

747, care Boot and Shoe Gaede 207 
South St., Boston, Mass, 


POSITION WANTED 


W ANTED— Position. as mall _g> 
Know shoe vetaing, P. 2 aaywhere. 











Address B 750, care 
207 South St., Fm Saag Mase” 





YOUNG Man with ten years’ experience in 
factory, office and selling, desires position 
as traveling shoe salesman. Just completed 
salesmanship course at Boston University. 
Will go anywhere. Best of references, Ad- 
dress B 751, care Boot and Shoe Recorder, 

207 South St., Boston, Mass. 





Ratton, a Steves: aie Co. Inc. 
Broadway, ew City 
Stitchdown Shoe Manufac- Phone Spring 5160-5161-5162 





turing Business 





located in city of about 35,000 We buy quick and pay highest cash 
tion for sale. For C + 4 price for retail and wholesale stocks 
B699, de Boot and Recorder, 207 of shoes or any other 

South Street, Boston, Mass. Quantity no object. 

For 380 years our specialty. 

Bank and mercantile references. 

















MISCELLANEOUS 











ATTRACTIVE 


SHOE C ARTONS for entire shoe stocks. We also buy 
your surplus or slow sellers. Quantities 


. y-% ‘=* E. i tory no object. Retail or whol e. Short 
term leases taken off your hands. 
the eaclusive shoe tude 1 Wire a. 2 us. Correspondence 

; Established 1890. 


confiden 
PRICE-SERVICE-QUALITY MAX GLAUBERG 
THAT SATISFY 436 Grand Street, New York City 
We also purchase clothing. pate. fur- 
® Bon nishing goods, etc. Dock 0353 

















cn 


ene LS camer MISCELLANEOUS 


EXINGTON AVE 





BROOKLYN W.-Y 


4 


am eee 





FOR SALE 


por 3 SALE—One shoe show case, four shoe 

table, chairs, desk, filing cabinet, 
det” --- F. Standard Felt’ Co. = 115 East 
23rd St., New York City. 








For SALE—Shoe we with Manag twelve 
te fifteen thousand. best 
location, in Reading, d,, long, lease e om > 
in business, and good “yt y+ ling. Ad- 
dress B 753, care Boot and Recorder, 
207 South St., Boston, Mass. 








WANTED TO PURCHASE 


CASH PAID| | ..Eooe 


or other merchandise. 
quantity. Prompt attention given. 


KIRSCH-BLACHER CO.., Inc. ; ME 
622-624 Broadway, a N. Y. ret, ea 
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Get the Good Will of Your Neighborhood 
’ Through the Children 
) Our catalogue of novelties for children is now 
i ready. We also have some very fine novelties for 
j the home, office, etc. Send for free catalogue. 
“Gain a Lap on Your Competitor.” 


PRETTY SOUVENIR ADVERTISING COMPANY 
37 East 28th Street New York City, N. Y. 














IDEAL ROLLING 
LADDERS 
™ 25% Cheaper <> Made Only of wood 
DISPLAY ee ee fim for all lines 
FIXTURES Seccess Furniture IMMEDIATE 
Mo. SHIPMENTS 
Made by Send for Catalog 
f Tug Oscar Onnen Co 
Segall & Sons =e Se ie 
933 Arch St. ef es Pe a aaa 
PHILADELPHIA ON KEN } 
S ESTABLISHED 1880 A 


Are Business Getters — 
Send for Catalog and Prices | 
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Sold by 

Leading Shoe Store Supply 

Houses—Also by 

Superior Shoe Ornament Works 
588 Howard Ave., Brooklyn, N. Y. 
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WHERE TO BUY 
WANTED STYLES. 


An Extra Editorial Service 
to “Recorder” readers, free 
for the asking, with authen- 
tic information on current 
problems. 
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Kimball New President of 
Associated Industries 


HAVERHILL.—At the annual meet- 
ing of the Associated Industries of 
Massachusetts, held in Boston re- 
cently, Joseph C. Kimball of Kimball 
& Sherman Co., Haverhill, shoe man- 
ufacturers, was elected president. 
Mr. Kimball has been for many years 
actively interested in the affairs of 
the Associated Industries and has 
served as a director and vice-presi- 
dent. His election as the leader of 
this important State body is in de- 
served recognition of his business 
affiliations and the work which he 
has done in connection with the New 
England shoe manufacturing in- 
dustry. 


Credit Conference Held by 
Wisconsin Men 


MILWAUKEE.—Between 12 and 15 
members of the Milwaukee Shoe 
Credit Men’s Association attended 
the eleventh annual State Conference 
of Credit Men from Wisconsin and 
upper Michigan, held this year in 
Sheboygan, Wis., Nov. 9. An inter- 
esting and instructive program was 
arranged for the meeting, featuring 
four subjects for addresses and gen- 
eral discussion. These included a 
study of income, wealth and capital, 
with an address by Prof. W. C. 
Hewitt of Oshkosh; a study of com- 
mercial fraud and a talk on the 
methods of combating it, by W. K. 
Adams, vice-president of the First 
Wisconsin National Bank, Milwau- 
kee;.a debate on installment buying, 
by F. J. Wolff, president of the Citi- 
zens State Bank, Fond du Lac, and 
E. G. Vail, president of the Gurney 
Refrigerator Co., Fond du Lac, and 
a talk on the use and abuse of dis- 
count, by A. Seidenspinner, credit 
manager of the Northern Furniture 
Co., Sheboygan. 
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Muther Denied Patent on 
Invisible Eyelet Tool 


The United States District Court 
for the District of New Jersey 
(Judge Bodine) recently handed 
down an important patent decision 
in the case of Lorenz Muther and 
Aibert F. Deitsch vs. United Shoe 
Machinery Corporation, in which 
Muther, as Deitsch’s assignee, was 
seeking a patent on the familiar in- 
visible eyelet setting tool having a 
small upsetting shoulder constructed 
to pass through the eyelet hole and 
upset the eyelet below the upper 
leather. The court decides that 
Muther is not entitled to a patent, 
holding that Deitsch was not the in- 
ventor. 

This case should not be confused 
with the invisible eyelet case between 
Mr. Muther and the United Shoe 
Machinery Corporation, decided by 
the United States Circuit Court of 
Appeals in Massachusetts in 1923. 
That case involved the validity of a 
patent granted to Mr. Muther which 
covered only the use of a certain 
detail of construction, namely, a small 
recess above the setting shoulder of 
the invisible eyelet tool. In that case 
it was decided that Mr. Muther was 
the inventor of this recess, and that 
his patent thereon was valid and had 
been infringed. 


Bull Pup Flirts with 
Pedestrians 


CINCINNATI—A mechanical bull 
pup in the window of the Boston 
Shoe Store on Vine Street, with 
smiling lips and oogling eyes, lured 
many persons into the store to pur- 
chase Bull Pup brogues, which are 
being featured by the Boston shop. 
This shoe is a typical example of 
so-called college men’s styles, having 
a very square toe with a low ‘heel 
and heavy sole. This new style is 
featured in both black and tan. 


97 


| Business Changes | 


NEw MILForD, CONN. — Robertson 
Shoe Store (H. A. Robertson, Pro- 
prietor), shoes, etc., reported sold out. 

PASADENA, CAL.— Pasadena Shoe 
Co., Inc. (4-8 Colorado Street and 11 
S. Fair Oakes) shoes, reported sold 
out to Herman Singer. 

CuicaGo, Itt.—David Leabow (587 
W. Division Street) shoes, etc., suc- 
ceeded by David M. Blum. 

Decatur, ILL.—Abe Friedlander 
(Mrs.) (Temmie) (F riedlander’s 
Clothing Store) shoes, etc., reported 
will close out and discontinue business. 

Gary, INp.—Samuel F. Rosen, shoes, 
store closed. 

Steve Galich (Star Clothing Co.) 
shoes, etc., sold out to Louis Ladre. 

MISHAWAKA, IND.—Abrams & Dia- 
mond (“The Hub Store”) shoes, etc., 
succeeded by Jack Abrams. 

Keosauqua, Iowa. — Fred Popchuck 
(Economy Shoe Store) shoes, succeeded 
by C. T. .Pember. 

RuMFoRD, Me.—Israelson’s, 
etc., sold out to Marx, Inc. 

BALTIMORE, Mp. (and Branches) .— 
Abraham Hamburger, shoes,  etc., 
transferred headquarters to Frederick, 
Md. 

FALL River, Mass.—Bouley & Field, 
shoes, succeeded by H. H. Field. 

HAVERHILL, Mass.—Shapiro & Wise 
Shoe Co., shoe manufacturers, incor- 
porated with authorized capital of 
$25,000. 

PITTSFIELD, Mass.—Enright’s Shoe 
Store (John H. Enright) shoes, re- 
ported selling or sold out. 

SANDWICH, Mass.—Samuel W. Hunt, 
shoes, succeeded by E. J. Caron. 

BrockTon, Mass.— Geo. E. Keith 
French Stores, Inc., shoes, capital stock 
reduced by $150,000. 

LAWRENCE, Mass.—Rose Slavin (wife 
of Samuel) shoes, etc., filed married 
woman’s certificate. 

Lynn, Mass.—Genstil Shoe Co., shoe 
manufacturers, removed to Manchester, 
N. H. 

Mutual Shoe Co., shoe manufac- 
turers, recently commenced business 
here. 





shoes, 

















IN 
STOCK 


36 Pair Cases 








If your jebber cannot supply you, write me. 


A. W. GREELEY 
> heteroatoms ° » 
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SOFT TOE BALLETS 


TOE DANCING BALLETS 


Wom. Miss. Ohild’s 


No. 618—Black Kid ....82.80 $2.75 $2.70 
No. 608—Piik Satin ... 3.40 3.35 3.30 


GYM SHOES 


In Black Kid 


Women’ 4 
' No. 14 
Blk Sole ‘a1 05 
No . 70 
Rubber sole. 1. 65 
No. 703 


Chrome sole $1.40 


IN STOCK 


BROOKS SHOE MFG. CO. 
1725-35 No. 6th Street _ Philadelphia, Pa. 


Western Distributing Branch - 
264 Chamber of C ce Bldg., Los Angeles, Cal. 
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Be Prepared for 
the Hunting Season 


Imported English 
Field Boots 
IN STOCK 


These English field boots 
are ‘full leather lined, with 
stout first quality double 
sole, and have that cus- 
tom-made appearance and 
distinguished style. They 
are easy fitting and com- 


- fortable, and-are the prod- 


uct of workmen having 
behind them the traditions 
of generations -of fine 
shoe making. 


No. B-2778 


$13.00 
Per Pair 


Cap or Plain 
Toe 


COLT-CROMWELL CO., Ine. 


596 BROADWAY NEW YORK, N. Y. 








Wood Soled 
Boots & Shoes 


IMPORTED 


Of brown Kip 
Leather, Domestic, of 
Black Waxed Splits. 
Best Form, Fitness 
and Quality on the 
market. 


we re Ci agaleg 


M. THOMAS & SONS 


Importers and. Manufacturers 
GARFIELD NEW JERSEY 


“ 











BATES’ STRIPED WELTING AND 
PIPING MAKES SNAPPY STYLE EFFECTS 


, up”’ 
as iu this shoe. 4 04 your 
manufacturers. 


























4A’ ST. HOTEL 


Just East of Broadway 
New York’s Newest Hotel 


In the Very Center of Things 


350 ROOMS—350 BATHS 


For Two Persons, $1 Extra 


JOHN McGLYNN 














Make r stock - 
gEnTILAT ORS! children’s. shoes 
PATENTEO eS ws by roe yo 


Phone Soyatee 2188 
for immediate sctiea. 
BURKLEY 
SHOE CO. 


When writing to advertisers please mention Boot ann Suozr Recorper 
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ONLY GENUINE BARBOURWELT 


Will Hold Shoes In Shape 






The amazing success of | WELT in which the rib is 
BARBOURWELT has re- part of the welt itself and is all 
vived the old two-piece welt one solid piece of sole leather. 


we discarded years ago. Now: eftentiterdéven mil- 


Ww “1 Lion pairs &-BARBOUR- 
¢ fenad:thativehen's 3b) ro rey he bk 
om Wwe can oe —_ 
h ‘ the statement that > 
ee Welt el thet: steeveme- | OUR WEL Tiresvests cholo 


lished was to provide a pleas- ° 
from treading over, resists 


ing style trim. dampness and, therefore, makes 


After years of experiment shoes give greater satisfaction 
we brought out BARBOUR- by wearing longer. 


of stuffed upper leather or rub- 
ber was merely sewed 1 in with 








Specify BARBOURWELT and 
insist on getting it, for our 
National Advertising in the 
Saturday Evening Post and 
other magazines is telling 
millions of families about the 
merit of the one-piece welt, 
and they expect to get it. 


















Try this test— 


In genuine Barbourwelt there is 
no opening or seam below this 
rib. You can’t pry under it. 


BARBOURWELT 


Manufactured Exclusively By ° 
BARBOUR WELTING COMPANY, Brockton; Massachusetts 


When writing to advertisers please mention Boot anv Sude Recorver 





























for the sport costumes, street 
costumes, afternoon costumes 
and evening gowns, with cor- 
rect hosiery and shoe colors. 
There is a color chart for 
each costume, showing the cor- 
rect combinations 
of costume, hosiery 
and shoes. With 
these charts at the 







New York. 
11 West 19th Street 
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HOSIERY SECTION 


ordonm sure to ask for style 
HOSIERY 


STYLE COLOR CHARTS 


iA) 
A) 
A) 
* 
VN . 
ye An Invaluable Aid to the 
i Hosiery Department 
i) 
How Smart Hose for Every 
Event Should be Chosen 
What Style Means in Hosiery 
e 

We have prepared a hosiery hosiery counter a woman may 
gS style booklet showing in four be sure of selecting exactly the 
y colors the different shades used right shades. The charts 


will inevitably aid and sug- 
gest the purchase of more 
hosiery, thereby increasing 
sales. 
We will be glad to send this 
hosiery style booklet, free, to 
any merchant who 
writes for it. Be 


booklet A. 


BROWN DURRELL COMPANY 
Gordon Hosiery - Forest Mills Underwear 
Gordon Underwear 


Boston 
104 Kingston Street 


a 
o 
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Sparklin: 


Bi-Spinning brings greater Color-Opportunity 


HE Bi-Spun method of blending, which hereto- v 

fore has been applied only to the rayon-and-wool i 

numbers of the Tru-fab line of hosiery for men, E 
is now being applied to the entire line for Spring as E 
well. 

























Bi-Spinning is an exclusive process developed by tl 
us in blending rayon-and-wool. It has made possible 
the many unusual color-effects and patterns which have 
long set Tru-fab goods apart from the run of the mar- 
ket. And now, by the same method, and on practically 
the same specially designed machines, we are able to fu 
blend perfectly such fibres as silk-and-lisle, rayon-and- B - 
lisle, lisle-and-cotton. Ps 


The stylish new Spring patterns have already at- 
tracted much attention in primary markets. But even 
greater interest attaches to the fact that no matter how fgg. 


FOR IMMEDIATE 
SELLING 
Tru-fab numbers of 


rayon-and-wool, Bi- complicated the design, there is never a loose end nor a as 
oyun, sony be had “string” inside the hose. This quality feature will prove § tis 
promptly from many . . A l 

wholesalers. A full a valuable talking point over retail counters every- at 
assortment will where. tri 


prove profitable all 


winter long. Leading, as it has led for 22 § as! 


years, in improvements and bet-@ as 
terments, Tub-fab offers a full § lin 
line of hosiery whose high value § rez 
remains undisputed. 





Ch 
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Announces for SPRING 
ew BI-SPUN Patterns 


Full Co-operation is Available Y 


The spring line includes numbers of exceptional 
value, priced to retail from 25c to $1.00 the pair. This 
includes Cord Woven, Silk Plaid, English Rib and full 
Pure-Silk models in a wide range of colors and com- 
binations of patterns. 





In every section of the country are wholesalers, aie de 

franchised to render the full merchandising service on Seman dr caen ot ah 

db the Tru-fab line. This includes many advantageous ee ee ee ee 

io items, which all merchants would do well to investi- | ee 
ts gate thoroughly. 


Every Tru-fab number is unconditionally guaran- 
teed to you. You can guarantee it absolutely to the 
consumer—Satisfaction or Your Money Back, and get 
le tof full credit from us for every defective, or otherwise un- 
-and-§ satisfactory, pair that comes back to you for any rea- 
son whatever. 


mar- 
ically 


Tru-fab cooperative plans include national adver- 
tising to start at once; arrangements have been made 
even § for the promptest delivery service you could want—a 
how § service that will bring you the latest colors and patterns 
nora as fast as they are created; a full assortment of adver- 
rove tising aids and many other helpful turnover stimu- 
very- ™ lators, which may be had from the nearest Tru-fab dis- 
tributor. 


The coupon below is put there so that you may 
or 22 ask us for the name of your nearest wholesale source, 
| bet- @ as well as for any information you may want on the 
. full § line and its advantages, in case you have not yet been 
value § reached by our distributors. 


CLIMAX HOSIERY MILLS 
ATHENS, GEORGIA 
Chas. Chipman’s Sons Co., Inc., New York, Selling Agents 


y at- 
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is made of the best quality 
woul reinforced with Egyp- 


TRADE MARK - | PME lish mercerized yarn used 


UNDERHOSE fh Bh in ene sole o sve the nec- 


No__3182 UI cseahors ; 
“ — ae —no straps to chafe 


La 8S 2777 6h 777 


“Onyx Sheresole”’ 
UNDERHOSE 
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(as illustrated) . . 


“Onyx Pointex”’ 
SILK, WITH LISLE TOP 
No. 155—Medium weight . . 
No. 255—Service _ 
No. 355—“Sheresilk”’ ° 
PURE THREAD SILK 
No. 350—Service es 
No. 450—*Sheresilk” ils 


“Onyx "® Flosiery 


Boston Buffalo San Francisco 


New York Chicago Philadelphia 
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iitcmt Onyx Hosiery Inc. 


*Sheresole” Underhose 

THE NEW UNDERHOSE 

tian cotton to prevent ¢é 33 
simniel “Onyx Sheresole 
emary chinness for shoe | Every advantage where foot comfort is desired 


Size____Price___. ; 
ts —allows snuggest shoe to fit with comfort. 


Sell them together —for wintry weather 


No. 3184 UK—Seamless wool, knee lengthe $5.50 
No. 3186 U—Seamless wool, full length $6.50 
No. 3190 — Seamless silk and wool, full 


$13.00 


No. 3182 U—“‘Sheresole” seamless 
wool, full length with sole 
of English mercerized yarn 


- + $8.00 


$12.50 
$15.50 


$21.00 


Los Angeles 
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Christmas—The Shoe Merchant’s 
Greatest Hosiery Opportunity 


An Issue Full of Good Ideas 


Y 7 ITH the possible exception 
of felt slippers, no merchan- 
dise salable in a retail shoe 
store moves any faster at Christ- 
mas time than does hosiery. At 
least it can be made to, and without 

in any way neglecting the shoe end 

of the business, for shoes are not 

Christmas merchandise, _ strictly 

speaking. 

The practical advantage which 
hosiery has over much other mer- 
chandise as a Christmas gift is that 
it combines beauty with utility. It 
satisfies the craving to give “some- 
thing pretty” and the oftentimes 
equally strong urge to give “some- 
thing useful.” And it is far easier 
to sell in more than one-pair lots 
than are shoes and felt 
slippers and shoe ac- 
cessories such as 
buckles and ornaments 
of various kinds. 

Disadvantages which 
have been urged 
against the sale of hos- 
iery as Christmas mer- 
chandise are illogical. 
It has been said, for in- 
stance, that the wide 
range of colors now in 
vogue makes it difficult 
for the customer to 
choose, not knowing ex- 
actly what color to give. 

In the first place, 
black is always a safe 
gift. White hose can 
be offered for sale, 
coupled with the offer 
to dye later in any de- 
sired shade. And a 
liberal policy of ex- 
change can be _insti- 














Next Month— 
Winter Resort Hosiery 


Following Christmas comes 
the exodus to winter resorts 
in all parts of the country— 
some of them resorts where 
winter sports reign and some 
of them the warmer climates 
of Florida, the Gulf Coast and 
Southern California. How to 
get this trade—and what to 
sell them—will be the subject 
of the next issue of the Hos- 
iery Section—practical adver- 
tising ideas, window trims, 
style tips, etc. 














hose for all the family. 





Your Christmas theme in a Gotham window trim— 





} Not an elaborate nor an ex- 
pensive trim but effective because it carries a message 
which passersby will recognize as helpful and timely. 


tuted which should remove every 
last lingering doubt from the mind 
of the prospect. And this same ex- 
change policy, also, will solve the 
problem of size, another of the fre- 
quently heard objections. 

But the sale of hosiery at Christ- 
mas time is not a hit or miss propo- 
sition. The campaign must be care- 
fully planned well in advance. New 
advertising must be prepared; new 
window trims thought out and made 
ready; stocks carefully gone over 
and orders placed for fresh mer- 
chandise. The salesforce must be 
drilled. Combination offers should 
be planned and a lump price fixed. 
These are but a few of the things. 

There is little time left. The 
rush season usually 
starts shortly after 
Thanksgiving Day and 
the message contained 
in this issue of the Hos- 
iery section comes none 
too early. In fact, it 
would be an excellent 
idea to have Christmas 
“flashes” in your win- 
dows and your news- 
paper advertising from 
now on, gradually in- 
creasing them in force 
and brilliancy until the 
selling reaches its peak, 
about ten days before 
Christmas. 

One thing more. Busi- 
ness conditions gener- 
ally speaking, are good 
—— in all parts of the coun- 
try. Money is being 
spent and more will be 
spent. Use the ideas in 
this issue and win out. 
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This Family Shoe Store Does a 
$15,000 Hosiery Business 


The New York Shoe Market, on Staten Island, 
First Corralled All the Christmas Trade, 
Then Proceeded to Branch Out 


HIS is the Christmas story of 

a doubting Thomas, by name 

Levinthal in this modern day, 
who refused to believe in hosiery 
for nearly thirty years and was 
then so overwhelmingly convinced 
that he is still regretting his years 
wasted in unbelief. 

It was his holiday business in 
hosiery that demonstrated what 
hosiery can mean to a family shoe 
store. Because what he did with 
hosiery last Christmas, and how he 
did it, can be paralleled this Christ- 
mas in pretty much every other 
family shoe store in the 
United States, the detailed 
story is well worth careful, 
almost prayerful, consider- 
ation. 

The New York Shoe Mar- 
ket, conducted by I. Levin- 
thal & Sons, is at 1110 
Castleton Avenue, in West 
New Brighton, Staten Isl- 
and, a community of 25,000 
people who suffice for them- 
selves the year around, al- 
though the great depart- 
ment stores of the metropo- 
lis make their usual dent in 
West New Brighton pocket- 
books during the holidays. 

But the real struggle for 
local trade goes on among 
the shoe stores, dry goods 
stores, and millinery and 
specialty shops on and near 
Castleton Avenue, formerly 
with the shoe dealer stick- 
ing dutifully to his last and 
the dry goods man to his © 
departments, hosiery nota- i 
bly included as one of the ei 
best the dry goods man 
cherishes. 

Early 
Robert Schulberg, who sells 
a branded line of hosiery in 
Brooklyn, New Jersey, Long 
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By Camillus Phillips 


Island and Staten Island, decided 
that it was about time for West 
New Brighton, in the persons of I. 
Levinthal & Sons, to join the ho- 
siery procession. After six months 
of unrequited effort, Mr. Levinthal 
yielded—but with due caution. His 
initial order, given in August of 
last year, was for only 15 dozen 
ladies’ hose in 12 colors, divided 
between $1 retailers of silk and 
rayon and $1.50 retailers in pure 
silk. Suffice it to say that, with Mr. 
Schulberg’s cooperation, the gain in 
hosiery sales volume from Labor 


Ric ene Bae 





last year one Pe - ; ise * 
Hand woven, full fashioned, pure soft wool, made 
in England. Expensive, but selling readily if 


you have a high class clientele. 





Day to Oct. 1 over the sales volume 
of August was 300 per cent. 


HAT settled it for the New York 

Shoe Market. The firm placed 
its order for holiday hosiery early 
in November for delivery Dec. 1, 
taking 50 dozen then and, on Dee. 1, 
25 dozen more for delivery Dec. 10. 
Both stocks were cleared out by 
Christmas and the order that fol- 
lowed immediately, for restocking, 
was for 80 dozen. Question, How 
did they do it? 

They began pushing holiday ho- 
siery Dec. 1—something of 
a mistake, it might seem, at 
least to the extent of a lost 
week, for the first rush of 
holiday buying in hosiery 
comes in department stores 
on the Saturday after 
Thanksgiving and it calls 
for advance work prior to 
ps Thanksgiving. Late though 
% the Levinthal campaign was, 
i it had qualities in it that 
brought results at once, 
possibly because it was 
timed for the psychological 
date of West New Bright- 
on’s Christmas savings ac- 
counts. 

The town is one of steady 
workers, wage and salary. 
They are forehanded, going 
in almost unanimously for 
Christmas savings. Now, 
for some years past. Levin- 
*4 thal & Sons have gone in, 
' quite as unanimously, for 
the policy of cashing those 
Christmas savings checks, 
which become available 
around the first of the 
month. This kindly custom 
not only enhanced the esteem 
in which West New Brighton 
held the New York Shoe 
Market but it also served to 


[CONTINUED ON PAGE 119] 
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This idea was used Christmas of last year by a retail shoe merchant in the Middle West. 
Quite true, but it has all the essential features of timeliness, attractiveness and color display. 


Nothing original? 
In addition, it 


carries a merchandising message—hosiery as a gift proposition. The stockings hanging from the mantel carry 
out the Christmas idea and give an opportunity of displaying a wide range of colors at the same time. The shoes 
and hosiery, where shown together in the window, contrast, blend or match—any one or all three if desired. 


The background should be neutral tone. The fireplace can be painted on heavy cardboard or wallboard. 


The 


lamps you can borrow. The rest of the trim is inexpensive. 


Christmas Merchandising Thoughts 
That Will Bring Big Business 


Sell by the Box 


The Christmas season makes this 
suggestion easier to follow than at 
any other time of year. Three pairs 
to the box is the unusual way of 
staging the offer—either three pairs 
all alike or three different colors— 
or even three pairs made up of 
staple, colored and sport hosiery. 
There is no reason, however, why 
two pair offers should not be made. 
Or, if you want to swing the other 
way, make it four, or even six pairs. 
But try to make all your offers at a 
flat price—not so much per pair. 

* * * 


Take Orders Ahead 


Instruct all your salespeople to 
suggest to their trade that they 
place orders as far in advance as 
possible and offer to hold the mer- 
chandise for them provided they 
don’t want to take it at the time the 
offer is made. Use your telephone 
list. Use your mailing list. Make 
the same offer throughout the com- 
munity. It is surprising how much 


advance business can be booked. 
* * * 
Gift Certificates 


These ordinarily have not been 
successful in selling many pairs of 


shoes, but it has been proved in 
countless cases that they work well 
with hosiery and gloves. So many 
people, men particularly, prefer this 
way of making a gift. They shy at 
the idea of making and assuming re- 
sponsibility for the selection of 
colors and sizes. The gift certificate 
overcomes this. Display these gift 
certificates in your window early in 
November—just a flash. Then again, 
in about a week. Keep this up until 
the Christmas buying is just about 
in full swing—then make them a 
permanent part of your trim, chang- 
ing their position from day to day 
but keeping them, not necessarily in 
the foreground, but in a prominent 
position where they cannot be over- 
looked. 


* * * 


Christmas Cartons 


Few better Christmas _ trade 
stimuli have ever been devised than 
the Christmas cartons, designed to 
hold from one to three or four pairs 
of hosiery. These should be stocked 
for both men’s half hose and wom- 
en’s full length hosiery. They are 
not overly expensive. Some stores 
make it a practice to give them with 
orders amounting to a sum decided 
on by the manager. Other stores 
sell them at cost. There is no best 


way of doing it. It depends largely 
on the temperament of your com- 
munity and the class of trade you 
serve. In general, stores catering to 
the wealthier people give them away, 
while stores carrying medium and 
lower grades are forced at least to 
clear expenses on the transaction. 
* * * 


Free Mailing 


Many merchants in the East make 
it a habit to wrap and mail, free of 
charge, all hosiery purchased for 
gift purposes at Christmas time. 
They go, of course, by parcels post 
and the good will built up by this 
service is far and away more valu- 
able than the actual money involved 
in the transaction. 

* ~ * 


Use the ’Phone 


Last minute business was given 
a boost last year by a merchant who 
called his men customers on the 
*phone at their offices and offered his 
service in the selection of gifts. He 
described what he had, took their 
orders, got the addresses of the re- 
cipients from them, made out cards, 
put the hosiery in attractive cartons, 
mailed the packages and then sent 
a bill to cover the entire transaction. 

(CONTINUED ON NEXT PAGE) 
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Ample Stocks of Staples 


Staples always move. The particular reason for having a full stock of 
them at Christmas time, however, is that many people prefer them to novelty 
hosiery as a gift proposition. Staples are always a safe gift. This is true 
of both men’s and women’s hosiery. Unless the gift-giver is well enough 
acquainted with the recipient to make an intelligent choice, he or she is apt 
to specify black, white or gray or some color which everyone knows, or feels, 
can be worn. 


Novelty Gift Hose 


But the warning given above should not be interpreted to mean that novelty, 
high style hosiery should be neglected. Much of this is sold immediately after 
Christmas, being purchased with money received as a gift or through the 
medium of gift certificates. Much, also, is sold during the regular Christmas 
trading prior to the holiday. Many people know exactly what the recipient 
likes. Many are willing to take a chance and still others can be persuaded 
to take the chance provided there is an offer of exchange hitched on to the sale. 


Newspaper Advertising 
Plan it now—this week. Make up your gift offers. 


Get an artist busy on 
your sketches to go with your advertising, providing you can afford that 


form of advertising. Your printshop can show you a catalog from which 
“Christmasy” ornaments suitable for advertising purposes can be picked and 
purchased for you by the printer. He can also purchase any special type 
you may like, or special border designs which will help dress up your news- 























paper advertising. 








For Men Only 


Sometimes men who really want 
to buy women’s hosiery for gift pur- 
poses shy at the prospect of going 
to the regular women’s hosiery coun- 
ter, particularly if there are women 





customers around. This difficulty 
was overcome by one store last year 
by keeping a sample stock of wom- 
en’s hosiery at the men’s counter. 
Another merchant went even one 
better. He installed a temporary 
women’s hosiery counter for men 


























The group gift idea at a special price is a good one. Here we have 
a pair of sports stockings, a pair of gunmetal full fashioned chiffons 


for street wear and a pair of sheer footed underhose, together 
with a pair of full fashioned silver chiffons for evening wear. 
Hosiery by Onyx. Fixture by Palmenberg. 
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only, separated from the regular 
women’s counter by a tall screen be- 
hind which the shy male could hide 
while making his purchases. 


* * * 


Envelope Stuffers 


A form of advertising used suc- 
cessfully around Christmas time is 
the envelope stuffer. These, carry- 
ing offers of three pairs for a cer- 
tain price, or merely carrying a gen- 
eral reminder that good hosiery is a 
good Christmas gift, can go out to 
the regular list, either alone or with 
the monthly statement. There 
should also be a pile of them at the 
wrapping counter for insertion into 
all outgoing bundles, whether of 
shoes, hosiery or accessories. Printed 
in one color on an already colored 
paper they can be made very attrac- 
tive at small cost. 





* * * 








Fancy Wrapping 

When Christmas cartons are sold, 
go one step farther and wrap them 
in white tissue paper, held in place 
either by Christmas gummed tape, 
Christmas seals or ribbon. And 
while we are on the subject of wrap- 
ping and mailing, how about a lib- 
eral supply of stamps? 
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later will be foo late/ 


Window Display Material 

Get out any catalogs you may have of window display material and place 
orders for the needed fixtures and trimmings—wreaths, imitation holly, ever- 
greens of various kinds, red ribbon and what not. Perhaps you have some left 
over from last year which will be suitable. The best plan to follow is to plan 
your windows completely, then see what you have and what you need. 


Direct Advertising 

What do you need? A special mailingpiece, envelope stuffers? If so, get in 
touch with your printer and talk it over with him, giving him plenty of time 
to do a good job. How about Christmas certificates. These can be printed 
specially for you or you can buy them in bulk from big stationery houses 
which make a business of getting them out every year. 


Christmas Cartons 

If you are in a community which has no store dealing in this class of mer- 
chandise, get in touch with your printer and ask him to find out where they 
can be obtained. If he cannot find out, anyone handling stationery can prob- 
ably help you with a source of supply. Get catalogs now, compare prices 
and quality—then place your order as early as possible so that they will be 
in when your new hosiery is ready for its first display. 


A Few Etceteras 

These are the odds and ends you are apt to overlook. White wrapping paper, 
ribbon, Christmas seals, Christmas tape, greeting cards (blank and engraved, 
both kinds). These are a few. 
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Christmas Cards 


You will find lots of men and 
women buying hosiery for Christ- 
mas gifts on the spur of the mo- 
ment. They won’t have personal 
cards with them. For the benefit of 
these customers, lay in a supply of 
inexpensive but attractive Christmas 
cards which they can fill out in your 
store and have inserted in the carton 
or package. 


* * * 


Special Bonus 


Hang up a few prizes for your 
sales force to shoot at. Raise their 
selling quotas with an attractive 
percentage bonus over and above the 
quota. Make it a Merry Christmas 
for everyone, including yourself. 

* * ~ 


The Wardrobe Idea 


Strictly speaking, this is a com- 
bination of a display and a merchan- 
dising stunt, which was used suc- 
cessfully last year by an Atlanta 
merchant. He procured large 
swatches of cloth in the colors and 
weaves worn most by the women at 
that time. If a man, for instance, 
wanted to buy women’s hosiery but 
was in doubt as to the shade, it fre- 
quently helped him in reaching a 
decision to put the hosiery and ma- 


terial side by side. 
the same idea was tried out to help 
women in choosing men’s fancy 
hose. In this case sample suitings 
of gray, blue and brown were used, 
plus shoes of light tan, medium tan 
and black. Various combinations 
were tried until the customer was 
pleased. 


A variation of Underhose Display 


Show the underhose by itself on 
one leg form. Show it in combina- 
tion with a sheer hose on the other 
form. Between the two forms put a 
sign reading: “Give her a pair of 
underhose, too.” This not only is a 
real service but makes for a two- 
pair sale. 


Men’s novelty hose should be good at Christmas. Display them 
attractively, use plenty of Christmas “fixings.” Hosiery by Kramer 
Brothers. 
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regular sale throughout November, so that no one need attempt the difficult enterprise of 


(Cres forecast for women’s holiday hosiery vary but little from those already ordered for 


splitting shades between the two months to come. 


Weight of opinion gives the lead to 


gunmetal, the few who disagree being inclined to favor light tans, but by no means sure of 
their ground. Probably the best list, in the order named, is to be found in a compromise as to 
some minor details between two groups of resident buyers serving the nationally known de- 


partment stores and specialty shops. 


They have no hesitation in assuming that gunmetal will 


increase the gains it has won during the early fall. Next, they find, will come mauve taupe and 


rose taupe, followed by medium grays, nudes and the wood shades. 
in some measure in service weight goods. 


Black, of course, will sell 


It is generally thought that silver and gold will rule 


for evening wear, but it is quite possible that reports from Paris may exercise a determining 
influence with modish women and induce them to don hose in pinkish lavender—practically a 
mauve—in conjunction with silver slippers and, with gold slippers, the very new rose nude, 
pronouncedly more pink than nude, which has become the vogue with Frenchwomen. 


NEW YORK 

The shades falling under the 
general classification of “nude” are 
still the leading sellers in women’s 
sheer hosiery throughout New 
York, so far as can be determined 
by a survey of exclusive hosiery 
shops, department stores and shoe 
stores. Next to these nude hose, 
grays are looming up much strong- 
er. The trend toward gray has been 
quite strong within the last two 
weeks and there is some difference 
of opinion regarding its future, but 
the majority seem to think that the 
several nude shades will continue 
to outsell gray. The demand for 
gray covers both a light shade, 
variously termed haze, moonlight 
or silver, and a dark gray, which 
may be called gunmetal, cannon, or 
simply dark gray. In evening hose 
the extremely light gray or silver 
and gold are by all odds the lead- 
ing sellers. When it comes to ser- 
‘ vice hose, black is the largest sell- 
er, as it always has been at this 
time of the year. Then in turn fol- 
lows the nude shades and behind 
these the grays. In both classes of 
hosiery the nude _ shades _ lean 
strongly toward those tones that 
have considerable pinkish cast to 
them, rather than the yellowish 
cast. 


DETROIT 

Colder weather will add to the 
popularity of service weight silk 
hosiery. Colors worn in chiffon and 
service weights vary little. R. H. 
Fyfe & Co., reports colors selling in 
the following order: Rose taupe, 
autumn blonde, almond and nudes 
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with mauve, flesh, pink, silver and 
moonlight for evening. Hanan & 
Sons report gunmetal, rose taupe, 
French nude, crash, soudan and na- 
tional gray in both service and 
sheer hosiery. For evening, shell 
pink, mauve, moonlight and silver. 
The D. J. Healey Hosiery Shop re- 
ports rose taupe, rose gray, beige 
family, and nudes. Lubins, Inc., 
reports rose mauve, taupe, gun- 
metal and black. Novelty wools are 
selling well. 


CHICAGO 

The Chicago retail market is 
strong for darker shades in both 
sheer and service weight silk hos- 
iery. Rose taupe, ecstasy and light 
rosewood the heaviest favorites. 
For evening wear, the best sellers 
are pastel colorings in the beige 
family, dawn and light lavender. 
Fawn shadings popular. Gunmetal 
selling for street wear almost as 
fast as stocks arrive. In the sheer- 
est chiffons, the nudes, dawn and 
blonde, are also strong. Rose taupe, 
however, is by far the best selling 
color at present. 


SAN FRANCISCO 

Nude shades continue to lead 
with toast, bran, grain and other 
wood tones following closely in 
popularity. However, all stores re- 
port a noteworthy strengthening in 
demand during the last two months 
for the darker tones, particularly 
the grays of the rose beige and rose 
taupe types. This holds true for 
both service weight and chiffon 
hose. In chiffons, moonlight and 
silver grays are stronger selling 


numbers, while dust and gunmetal 
tones are experiencing a noticeably 
heavier demand. Some stores find 
dust in better demand than gun- 
metal but both are almost twice as 
strong as a year ago. One shoe 
store here, which does a big hosiery 
business, reports that where more 
than one pair of hose are sold at a 
time, at least one is a darker tone 
us a general rule. This same store 
notes that extra sheer chiffon hose 
in the higher priced lines are sell- 
ing much more readily than they 
have for a long time. 


DENVER 

Practically no heavy weight silks 
are being sold here just now. Light 
colors are leading with nudes, 
blonde and similar shades the big- 
gest sellers. Gray is also selling 
fairly well with flesh colors run- 
ning about even. Black is fairly 
popular just now, particularly for 
evening wear. The tans are far be- 
low what they were a year ago. 
Some high shades—red and blue— 
but the proportion is very small. 


ATLANTA 

In sheer hosiery the following 
colors are good in the order named: 
Gunmetal, the so-called wood 
shades and light gray. Also a few 
blacks are being sold. In service 
weights, about the same order pre- 
vails with a little heavier propor- 
tion of brown and beige. 


LOS ANGELES 
Gudes report best selling colors 
are rose, blonde, gunmetal and rose 
beige which is a new shade of lav- 
(CONTINUED ON PAGE 123) 
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GOTHAM 


Mite 


REG. U.S. PAT. OFF. 


Silk Stockings that Wear 


What Bothers You in Hosiery? 


W/HENEVER anyone undertakes to sell any kind 


of merchandise, problems begin to poke up. 


Even selling gold dollars at a mark-down would 
develop sales difficulties. 


What we want to say is that if a manufacturer 
wishes to protect dealers in the sale of his product, 
he must do more than produce a perfect piece of 
merchandise. 


And for that reason Gotham does not stop with the 
making of Gold Stripe Stockings. 


Your hosiery trouble may be a certain uncertainty 
about colors, or you may find it hard to keep well 
balanced assortments of sizes and colors, or unre- 
liable deliveries may irritate you, or to advertise 
oe stockings in a brisk, interesting way may be a 
task. 


Gotham sincerely does its utmost to relieve a mer- 
chant of these problems. 


The only thing that bothers some Gotham merchants 
is that they did not begin handling the line sooner. 


a4 


2” > 7? 2° 4 4 


GOTHAM SILK HOSIERY CoO., Inc. 


Manufacturers 
389 Fifth Avenue, New York 
Mills: Philadelphia and New York 
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2500 different hosiery items are now on the market... 
Price competition is prevalent ... Mail order and door-to- 
door competition is increasing .. . Store expenses continue 
to grow ... Turnover stands still or slows down ... 


No wonder merchants all over the country are discussing 
the question—“How can I increase the net profits of my 
hosiery department?” 

We believe we have the answer. To get it required the 
combined efforts of nine men over a period of 18 months. 
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New hosiery sales system 


offers five vital improvements 
‘to increase volume and earnings 





9 
? 
6 


9POPOOOO 
POOH OOOSO 


N many stores, hosiery department profits 
are not what they should be. Turnover is 
actually slower than in 1924. This is not 
a new development; the trend has been 


apparent for several years. 




















OPHIOMOMS 





To get at the facts we made a survey of every phase 
of hosiery merchandising. Nine men have been actively 


engaged in studying the problem for 18 months. 


Now we announce a new sales system for the hosiery 
department—a system based on facts and proven by the 
experience of many successful merchants. 


This New Durham Sales System offers five vital 
improvements. It brings the merchant a new opportu- 
nity to hold and increase his sales. And it is backed by 
the world’s largest producer of hosiery. 


DURABLE DURHAM 


MADE BY THE WORLD'S LARGEST PRODUCERS OF DEPENDABLE HOSIERY 


SALES AGENT: HUNTER MFG. & COMMISSION CO., 58 WORTH ST., NEW YORK 
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Hosiery is a splendid vehicle for 
bringing the “remembrance 
spirit” into the shoe store. For- 
ever associated with Christmas 
—the stocking. It covers the 


BLANKS SHOE STORE 


fu Mar STREGr ThALRIGULEe thy 


Dear Madam: 


O stimulate thought far enough co 
in advance to help merchants to en athasen oe te as whole field of qualities from 
a bigger Christmas business than a3 ghee oF Sivepsase 8008 he beauty to utility that make gifts 


glory and the promise of wonder- ° 
ever. It is only in latter years that ful things - Santa has always desirable. 
the shoe man has tried to focus some Se a 
of the Christmas buying in his store, PR Boge Rene Boy ag Ry FOR DAD 

and there is plenty of latitude to catieelg S50 Christmas use today. A box of hose. It’s one thing 
work in for individual profit yet. he can’t have too many of. 
He’ll bless your thoughtful- 


It makes a beautiful gift. 


So we have beautiful assort- 


ments in beautiful bozes designed 
to make such a gift as unique and 
pleasurable as it is beautiful. 


Enclosed is a gift certificate. 
Pill out and mail with cheok. 


ness every morning for 
months. 


Mother knows his size. Think 
of him opening the hox 


diall ° * 
a Christmas morning. 











THE CHRISTMAS QUES- 
TION 


It’s the thought behind a gift 
that makes the receiver glad. 
That is why some of your 
gifts will be hosiery this year. 
The shades are simply stun- 
ning. The qualities will show 
admirably your good taste. 


Use Gift certificate. The easi- 
est possible way to give. 





JUST WHAT I 
NEEDED 
Like handkerchiefs, 
hosiery is always usa- 
ble and needed. And 
there is a much great- 
er opportunity in 
hosiery of expressing 
a real Christmas feel- 


ing. The shades, the 
Fcr the youngsters you know, or your own. 


richness of material, 

the joy in wearing. FF BLA N K CO Ww Stockings. If you want to make a practical 

+ li ga NR tt DLAI A UY. ig gift. Stockings. Our Hosiery Department 
QSiERY DEPT We have so 


them. So will that is an especially good place. 
friend. many fine assortments in Christmas boxes. 


a =~ 
> Jt ————er 

ds a > -— 
(——— aida. rs aid 
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Windom dicnhiGranactionce 
VW IMUUUL UTSpIdy VOUYYLSUUIIS 
to help get over the Holiday Hosiery HeadquartersIdea 
cop The decoration, display, etc., in the window and /{SLANKS 


store interior must carry the “Christmas Hosiery DEPARTMENT ¢ 
Headquarters” feeling to supplement newspaper and On all Christmas a 
mail advertising. a ee 








Shoes are kept out of the picture expressly on the 
principle that hosiery fills one thought in gift giv- 
ing and shoes another. 


Beauty and richness; a feeling of intimacy, say, are 
the things that make folk give hosiery. The dainti- 
ness of displays and wrappings predominates. 


th. / Wy | Don’t forget the importance of 
= i Z special service at this time. Dur- 
Ree GGUS CHC WG ing a period when arms are full 
To make selection easy, plan the ts SMERRY XMAS To A - a ar pape bt vg - 
special Christmas assortment of |/\) Thc ¢ ; say © . 
hose. It allows the giver an oppor- r A HIS COUPON GOOD FOR . sales that might otherwise go to 





other stores with such a service. 
Proper newspaper exploitation 
gives impetus to the gift certifi- 
cate plan. 


11. MERCHANDISE 
AT BLANKS 107 MALIN ST 


Be da nee ny ee 


tunity of focusing his or her idea |r 
on something worthwhile. 














4 vba vg ee pes fg —_— ; Christmas morning they look as 

value of such a method of Christ- ‘a , a png -pcnton yaaa 
mas selling is quite obvious. fag j P ; 

In direct advertising they might 

be mailed out to old customers, 

pecan Seo —_ -~ who will be instructed to drop in 

there are many who have act yet (At left) Proper selection of and have them signed. 
realized their sales importance. Christmas boxes is important. ; 

Take the sketch at left to your Preparation far enough ahead 

box maker. It will save the work will solve the difficulty several 

of an artist and gives you three names on your customer’s gift 

choices for individuality if you lists now present. Everybody 

plan to have your own boxes. gives hosiery, every Christmas. 


(At right) For a quality setting, 
the sketch here might be copied 
in a window center display or in 
the store. 


Here’s to a bigger and better 
Christmas Hosiery sales total 
throughout the country. 
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Beware of Bootleg Hosiery! 


The retailing of silk hosiery has reached a point where the price factor compels even reputable 
mills to divert from high standards and turn out full fashioned silk hose that has much of the 
element of quality removed to meet this price factor. 







In the rush to turn out merchandise for a low price, the quantity of silk in a stocking is cut 
down to the minimum. 


Hose that in the past have had a 20-inch boot, now only allow 18-inch boot, or a strand or 
two of silk may be left out. In the rush of manufacturing, standards of quality are cut down. 






Keen supervision is lacking. 






Hosiery that would once have been classified as “second” quality is now sometimes classi- 
fied as “first” quality. 


Centemeri Hosiery is guaranteed of first quality 


Kind for kind, they run regular and always up to standard. 












We carry a large hosiery stock in a range of fast selling colors for IMMEDIATE DELIVERY 






C900—A popular selling hose (semi-chiffon) full fashioned with lisle top ............ $12.25 per doz. 
C700—Medium weight service hose, heavier than C900, full fashioned with lisle top .... 13.00 per doz. 
C500—42 gauge chiffon, full fashioned with silk plaited sole and lisle top ............... 15.00 per doz. 
C400—Heavy weight, 42 gauge, full fashioned with lisle top .............ceeeeceeeeeees 15.85 per doz. 







New Hosiery Color Card Now Ready 


Order now for Christmas and the Holidays. Orders shipped same day as received. 
Terms 2% ten days or net 30 days 


P. CENTEMERI & COMPANY 


(Manufacturers of the Famous Centemeri Gloves) 


334 Fourth Ave., New York 


Buy Centemeri Hosiery and Be Safe! 
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Shoe Store Does a 


$15,000 Hosiery Business 


augment the mailing list of 2000 
families to which the holiday hosiery 
letters were scrupulously sent. 

In the advertising there was a 
pithy slogan—“Give Hosiery for 
Christmas.” Into the store’s sales 
force was drilled another—‘Sell 
More Hosiery.” And the hosiery it- 
self, packed in attractive holiday 
boxes, displayed prominently a third, 
and very cogent, piece of advice: 
“Do Not Open Until Christmas.” 


HE Christmas hosiery package 

was no piker enterprise. Three 
pairs were boxed together at the 
holiday price of $4, packing and 
mailing included, and the manufac- 
turer’s guarantee of quality and 
wear carried right on to the ultimate 
consumer. It proved a common thing 
for customer prospects to protest 
that those for whom they might pur- 
chase that holiday package were 
sure to receive hosiery from other 


[CONTINUED FROM PAGE 108] 


friends. But the package, the free 
mailing, the guarantee, the price 
and the obvious merit of the goods, 
all backed by a propulsive sales 
spirit that was earnest, if polite, 
seldom failed to put over a purchase. 

That sales spirit, of course, had 
been born of the firm’s determina- 
tion to make holiday hosiery all it 
ought to be in view of the excellent 
records hung up by the sales force 
during October and November. But 
there was another urge. Every 
sales clerk was put on a quota basis 
as a push and on a prize basis as a 
pull. The prizes were $20, $10 and 
$5 gold pieces for percentages of 
holiday sales above their respective 
quotas. Now, when you tell a shoe 
salesman, who gets only his straight 
salary for selling shoes, that he is 
due for a 5 per cent commission on 
all of his sales of hosiery, and add 
to that 5 per cent a crack at a $20 
gold piece for three weeks’ extra 


hustle, with $10 and $5 gold pieces 
as consolation prizes, you are bound 
to get action. And if, meanwhile, 
you have so staged your hosiery that 
it divides the stellar role with your 
shoes, the action is pretty certain to 
be swift and satisfying. 


HIS latter course had been 
adopted by the Levinthal’s a full 
month before they plunged into the 
holiday sales campaign—in fact, 
they did it when they placed their 
big order for 50 dozen on Nov. 1. 
Up to that time, the average hosiery 
prospect had been less a prospect 
than a mere possibility, because the 
ancient and honorable reverence for 
shoes still dominated the New York 
Shoe Market’s imagination. Cus- 
tomers had to be lured a distance of 
60 feet, far back to the uttermost 
rear of the store, before they could 
even see the hosiery the salespeople 
[CONCLUDED ON PAGE 127] 


Styles for Late Winter and Early Spring 


From an address made by Miss O. 

M. Autenreith of the Gotham Silk 

Hosiery Co. before the quarterly 

styles conference held in New York 
City 


HE impor- 
tance of 
shoes and hos- 
iery is estab- 
lished and the 
necessity of 
their coordina- 
tion with the 
rest of the cos- 
tume, admitted 
by all. Soon you 
will see a few 
living examples 
of correct coor- 
dination, but as 
the models to be 
shown cannot 
cover the entire 
range of what 
is smart for 
winter and 
early spring, 
perhaps some 
additional hos- 
iery sidelights 
given verbally, may be _ helpful. 
Generally speaking, contrasting 
hosiery is still with us. Light flesh 
tones are worn for evening with all 
types and shades of simple and 


Miss Autenreith 








elaborate evening footwear. A 
mauve stocking is also much in de- 
mand. This delicate tint of orchid 
blends beautifully with silver and 
other metallic slippers and gives a 
most pleasing effect when seen by 
bright electric light on the dance 
floor or ballroom. 

For daytime, the skin tones 
known as French nude, rose nude 
and other blush colors take the 
lead; the nude shades on the yel- 
lowish cast being entirely out. 


HE amount of rose depends upon 

the preference of the woman and 
the sheerness of the stocking. It is 
a fact that the Parisienne woman 
wears her hosiery deeper in tone 
than the average well dressed 
American woman. There is a rea- 
son for this other than the Ameri- 


can lady’s greater sense of conserv- 
atism. French stockings are much 
more sheer and the deeper shade in 
these stockings appears less in- 
tense than the same shade in a 
heavier weight (some domestic 
manufacturers also make French 
chiffons). There is no denying 
that these fairy-like weaves are de- 
lightful and appeal to all that is 
feminine but gossamer textures 
haven’t a ghost of a chance when 
it comes to real wear. 


v— few women in America 
are satisfied with the small 
amount of wear which these stock- 
ings give—nor can one expect real 
wear from them. The vast majority 
of American women demand a happy 
medium between sheerness and 
wear, which results in stockings of 
a slightly more subdued color be- 
cause our hosiery, while very sheer, 
is not quite so transparent as Paris 
generally affects and, of course, it 
goes without saying, that the service 
is much more satisfactory. 
The lighter shades of the brown 
family—Aztec and toast are good. 
Issue of November 7, 1925 
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Popular Christmas and Holiday Sellers 


hose, Rayon plaited over 
Packed one color 


combination and pattern to the box in the following up-to-the-minute 


colors. 


STYLE No. 22—lIllustrated Above—Ladies’ 


worsted. Smart looking, yet warm for winter. 


Grey 
Bunny 


Tanbark 
Log Cabin 


Sizes 814-1014. 


Nude 
Beige 


Order by pattern number. 
Price $12.00 per dozen 


STYLE No. 900—Men’s half hose—4 out of nine patterns illustrated. 
Rayon plaited over mercerized. Packed half dozen to the box of 
one pattern and one color. Background colors: Grain, French Tan 


and Medium Grey. Seas anita ne 
rice $3.85 per dozen 


STYLE No. 800—Same patterns as No. 900, but process printed on full 


mercerized. Same colors. 
Price $2.75 per dozen 


STYLE No. 700—Same patterns on combed cotton. Same colors. 
Price $2.15 per dozen 


The patterns above are new, distinctive and in great demand 
everywhere. You can safely order a liberal stock, especially 
in view of the immense popularity these styles will command 
during the coming Holiday Season. 


Order today for immediate delivery. 


. The Weberknif (ompany 


3635-41 North Smedley St. Philadelphia, Pa. 


@ 


Pat. 57 
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Practical Campaigning Against 
Coupon-Selling Scheme 


Offer of “Ten Dollars Worth of Hosiery for One Dollar” Is 


Prima Facie Evidence of Fraud 


O one can sell ten. dollars 
Nrertt of hosiery for one dol- 

lar. This is the fact with 
which the people of Rochester are 
being brought face to face in the 
effort of the business interests to 
stop the coupon-selling, endless- 
chain scheme of stocking distribu- 
tion. 

In the campaign which is being 
waged in this city, there is no denial 
of the fact that some folks may 
secure five pairs of stockings for a 
net payment of one dollar of their 
own money. But the company does 
not deliver stockings on receipt of 
one dollar for five pairs. Before the 
merchandise is released somebody 
else must make to the company other 
cash payments more than equal to 
the advertised value of the stockings. 

Everybody knows, if they only 
stop to think, that nowhere and no- 
how can any sort of merchandise be 
sold for 90 per cent less than its 
value. This is why the Rochester 
campaign gives constant publicity to 
this thought—the foolishness and 
the impossibility of this nefarious 
selling plan. 

The profits are likely to be enor- 
mous while the scheme continues to 
work. The bait of the promoters is 
in their slogan, “Ten dollars worth 
of stockings for one dollar.” What 
is the truth about the amount of 
money the consumer-agents pay the 
promoters for each five-pair ship- 
ment? 


HIS is how the game works. Mrs. 
John Doe gets into the chain 
of agents by purchasing a coupon 


for which she pays one dollar. She 
then sends three dollars to the com- 
pany and receives three coupons, 
which she is to sell to her friends at 
one dollar each. Each of these three 
friends forward three dollars to the 
company for three coupons, and then 
the company ships the stockings to 
Mrs. Doe. As computed by James 
M. Ropes, secretary of the Retail 


BY O. K. JOHNSON 








Chain Selling Unlawful 


Milwaukee. — According to 
an opinion by Attorney Gen- 
eral Herman L. Ekern, the 
selling of hosiery in Wiscon- 
sin through a chain letter sys- 
tem now practised by an IIli- 
nois firm is in violation of the 
state trading stamp law. The 
opinion was given in response 
to a request by District Attor- 
ney Eugene Wengert of Mil- 
waukee, who plans to prose- 
cute immediately under the 
trading stamp law if the sys- 
tem is not stopped in Milwau- 
kee. The plan used by the II- 
linois firm is similar to that of 
other chain selling systems 
where the proposed purchaser 
pays $1 for a coupon which is 
mailed to the company with $3 
additional. The purchaser 
then receives three coupons 
which he sells for $1 each. The 
three purchasers must repeat 
the process before the original 
buyer becomes entitled to $10 
worth of hosiery. 























Merchants Council of the Rochester 
Chamber of Commerce, the company 
has received a total of thirteen dol- 
lars for each “ten dollars worth” of 
stockings sold. All along the chain, 
each woman who buys stockings on 
this plan pays four dollars while her 
friends pay nine dollars more before 
she can get the stockings she has 
bought. 

In view of the further fact that 
the greater the number of coupons 
that are never redeemed the less 
merchandise will have to be sent 
out, it would take a Philadelphia 
lawyer to figure the margin of profit 
these promoters are really pocket- 
ing. 

This is a big country and it offers 


a tremendous field for the activities 
of fraudulent concerns. While 
everyone is talking about this 
scheme, the promoters are continu- 
ing to promote. And their ranks 
are being recruited every day, it is 
said, by people looking for easy 
money. This scheme seems to be a 
simple one to get started; and it is 
reported that it takes only a few 
days, with the publicity that is 
used, to get the chain working and 
the dollars pouring into the pro- 
moters’ offices to the tune of hun- 
dreds of dollars daily. 

It appears that representatives of 
legitimate business are saying little 
or nothing about the real value of 
the merchandise offered. It is felt 
that the campaign against this 
scheme must be fought on the 
fundamental issues in the case, and 
the value of the merchandise is con- 
sidered a side issue. So there is no 
denial of value. The simple and 
clear issue is on the character of the 
scheme as a fraud and swindle. 


HE stockings themselves seem to 
be good stockings, although state- 
ments of their value are evidently 
somewhat exaggerated. Stockings 
purchased in this chain scheme have 
been submitted to Rochester hosiery 
experts who value them at $1.35, 
$1.45 or thereabout. Representa- 
tives of some of the best mills in the 
country report that they have been 
approached by promoters requesting 
them to quote on large quantities of 
stockings to be distributed in this 
way, and that in general the type 
of stocking asked for is of fairly 
good grade. The mills which have 
turned down this business, running 
into hundreds of thousands of 
dozens, should be awarded a decora- 
tion by the retail hosiery trade. 
Stores report a falling off of sales 
in stockings, and attribute this de- 
crease in business in large part to 
the coupon-chain scheme. Some- 
thing, they say, has hit the stocking 
Issue of November 7, 1925 
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The house-to-house canvassers 
have a hard luck week 


These are the Hosiery 
styles that brought 


No. 895 
$14.00 
per doz. 


No. 3765 
$12.00 
per doz. 


No. 3785 
$15.50 
per doz. 


the sales 


Regular weight full-fash- 
ioned. Pure thread Japan 
silk. Elastic garter top and 
feet of mercerized lisle. Dip- 


dyed. All shades. 


Medium weight (service 
chiffon) pure thread Japan 
silk. Full-fashioned. Dip- 
dyed. All shades. 


Chiffon extra sheer. All silk 
with the special invisible 
*“nner-feet’’ cf lisle. Full- 
fashioned, pure thread, Japan 
silk. All shades. 
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wo the Two Rivers Mercantile Co. learned that house-to- 
house hosiery canvassers were in town very recently they 
decided that they must put an extra punch into their own selling 
at the time. 


They adopted a simple, tested sales plan suggested by the Allen-A 
Co. A full-profit sale featuring certain advertised styles of Allen-A 
full-fashioned hosiery. No cut price inducements were offered. 
Hosiery sales from the tested display shown above were far more 
than ordinary. The week’s business was a complete success. Show- 
ing that even house-to-house competition cannot hurt retail sales 
and profits—if your merchandise is right, and you use the right 
sales methods. 

If you are interested in the plan used by the Two Rivers Mercantile 
Co. we will gladly send full details upon request. Your letter, of 
course, incurs no obligation. THE ALLEN-A CO., Kenosna, W1s. 


Allen-A 


Hosier 


For men, women and children 


Underwear 


Spring-needle knit and athletic 
style, for men and boys only 
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business hard. 

The Rochester Better Business 
Bureau reports that success of the 
local campaign against this scheme 
is now in sight, announcing the 
withdrawal of some of the local 
offices of promoters and the collapse 
of some of the chains of agents. It 
is felt here that the campaign of 
publicity against this fraud is hav- 
ing its effect, and that the desired 
results are being secured more 
quickly than if the matter were 
brought into the courts. 


HIS attitude of the Roch- 

ester people is significant. 
in comparison with the point 
of view in some other cities, 
Cincinnati, for instance. In 
Cincinnati they have an occu- 
pational tax. The salesman’s 
tax is $2.50. The occupa- 
tional tax deputy has an- 
nounced that the city would 
begin a campaign to collect 
this tax from the heads of 
concerns operating coupon- 
selling schemes, and from 
their customer-salespeople as 
well. Warrants have been 
issued in city court for the 
arrest of the representatives 
of several concerns which dis- 
tribute merchandise in this 
manner. Cooperating with 
this aggressive movement 
against the scheme are the 
Better Business Commission 
and the Retail Merchants 
Association. Robert W. 
Pogue, president of this asso- 
ciation, says that he feels the 
plan to tax salesmen will 
probably seriously affect cou- 
pon-selling. If the tax is col- 
lected from the thousands of 
women who have already be- 
come customer-agents, there 
is little doubt that coupon- 
selling will not be looked upon 
as an attractive occupation in 
Cincinnati. 

There is an element in the work- 
ing out of the plan of coupon-selling 
which is rapidly making it very un- 
popular. When the scheme gets 
into full swing in the community 
many folks find out in a short time 
that an attempt to work this plan 
of selling is an imposition upon the 
courtesy, good nature and cordiality 
of friends. How much of an im- 
position this may suddenly become 
may be inferred from the complaint 
of a Rochester woman that, in the 
early part of a single evening re- 
cently, three different acquaintances 
or neighbors called upon her in her 
apartment to sell merchandise cou- 
pons. The more widely the plan is 


Christmas. 
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worked, the more instances there 
will be of amiable traits of human 
nature giving way under the strain. 

The problem, meanwhile, is far 
from solved in any community, I be- 
lieve. I looked the other day at a 
large truck standing in the Roch- 
ester post office loaded with hun- 
dreds of parcel post packages of 
hosiery waiting delivery to Roches- 
ter customers. I inquired of the 
service department in a large store 
and was told that, during the previ- 
ous hour, forty money orders had 
been issued in favor of coupon-sell- 


Full Fashioned silk stockings with Paris clox of 
various designs are always in heavy demand at 
They make most acceptable gifts. 


ing concerns, distributing hosiery. 

Those who are combatting this 
scheme know that each chain of cus- 
tomer-agents will break sooner or 
later. The sad thing to contemplate 
is that the concerns themselves are 
bound never to lose a cent, and that 
the people who act as agents in sell- 
ing coupons are sure to lose thou- 
sands and thousands of dollars when- 
ever the bubble bursts and coupons 
are not redeemed. 

Evidence is increasing every day 
in Rochester that the number of 
coupons remaining unredeemed is 
increasing. Many of these unsold 
coupons will never be sold. Each 
one that is unredeemed represents a 
dollar somebody has lost. 
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Rochester is relying upon three 
things to bring this abuse to an 
ignominious end: First, the in- 
herent cussedness of the scheme; 
second, the campaign of publicity in 
the daily press; and third, refusal of 
all the newspapers to accept adver- 
tising from coupon-selling concerns. 


The Color Trend 


[CONTINUED FROM PAGE 112] 


ender gray cast called by some 

mauve taupe or London lavender. 

Beige or sand shades still sell- 
ing large, also light and 
medium grays for street 
wear. Flesh, silver, gold, 
mauve for evening wear in 
extremely sheer _ weights. 
Wetherby-Kayser selling 
mostly sheer rose, beige and 
purple sage, cuckoo (a new 
tan) and wheat for street 
wear. Evening shades are 
flesh, mauve, French nude 
and shell. Wolfelt selling for 
street wear mauve taupe, 
which is replacing straight 
gunmetal. Bullock still sell- 
ing light shades—tan tones 
most popular. Taupe and 
gunmetal less popular. For 
afternoon, Bois de Rose, bran, 
toast and fallow. Evening 
shades are the skin tones. C. 
H. Baker reports rose taupe, 
gunmetal and mauve taupe as 
leading colors for street wear 
is sheer and medium. 


BOSTON 


The consensus of opinion 
as to the best selling chiffon 
hosiery shades gives prefer- 
ence to atmosphere, mauve, 
taupe, moonlight, gunmetals, 
and the 'ighter shades of the 
gray fa:nily, the nude fam- 
ily, caramel shades, blondes, 
and a few blacks. In the silk 
service lines, every shade of 
tan from the russet down to the 
faintest shade of beige; the nudes 
again are favorites, with a very 
light shade, almost a skin tone, a 
popular number. The grays, from 
the gunmetals to the pale grays, 
are good sellers, with many browns 
such as “Oak dust,” one of the 
tan tones much in demand. In 
the shades of brown may be also 
mentioned cinnamon, toast and 
racquet. A few of the stores say 
that gunmetals are their strongest 
sellers in both lines, with rose 
blonde very good in chiffons. 


Coming— 
The Hosiery Section’s 
Winter Resort Number 
Issue of November 7, 1926 
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} gusTER BROWN 


wo big dollar-values 
for go-ahead retailers 


ICED for fast profits and styled right for repeat 
sales—two sure leaders for your hosiery line. 






| 
| 
| 
| 


Style No. 6651. (Top And in addition, under the new Buster Brown distrib- 


Illustration) Beauty utive plan, you 

and durability in this 

SS, ee. GET overnight delivery service on both original stock and 
pure silk a te fill-ins from nearby jobber’s warehouse. 

desired “body” and RUN no risk of stale goods or loss-taking clearances, yet 
pag ss. —— keep strictly up-to-date. : 

8% to 10. Available BUY no big units just to get a price. 

in all the newest FACE no risk from colors dying out. 

colors. Retails at $1. FIGHT no competition in your neighborhood on the same 
Style No. 612. (Lower brand. : : 

Tasteatien) ahaa BUILD good-will and reputation for your store as head- 
erie anbie, ond wears quarters for nationally known and advertised Buster or Men 


longer, because it is Brown hosiery—thus securing all repeat business. 
aa a JorWomen 
e 


ooaee, eee tare. Make the Buster Brown jobber’s warehouse an annex 
silk. Ravel stop, ex- to your store. Full information about the line, prices, JorChildren 


tra heavy lisle top, 


heel, toe and_ sole. etc., on request. 
Made in all the stand- 
ard colors. Sizes 8% R 


to 10. Retails at $1. Amory, Browne & Co. 


BOSTON CHICAGO ST. LOUIS NEW YORK 
REG. U.S. PAT. OFF. ‘ 


HOSIERY 
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Sheer Hosiery Gains in Face 


of Cold Weather 


Ninety Per Cent in Light Shades 


early part of October 

brought on a_ sudden, 
sharp cold snap which pro- 
vided a marked, and much 
needed, stimulus to the sale 
of all fall merchandise, and 
that the month settled down 
to normal advance into au- 


1 will be recalled that the 








out the month, the preemi- 





The digest of current and holiday de- 
mand presented in this issue for shoe 
dealers’ guidance is based primarily 
upon the carefully weighed opinions of 
the leading resident buyers, expressed 
after analysis of November and holiday 
hosiery orders placed with them by their 
hundreds of client stores in all parts of 


nent hue for service hose. 
Resident buyers’ opinions 
are divided as to the relative 
sales volumes of sheer and 
service hosiery during the 
holiday period. But this en- 
lightening distinction is to be 
made: Those resident buyers 


tumnal temperatures, with the country. These views, in some par- who serve the great depart- 
one or two surprisingly cold ticulars, have been ensueated up to the ment stores and_ specialty 
days and early snows in hour of going to press by data supplied shops in cities of the first 
widely separated _ sections. by those leading manufacturers who class believe that sheer 


Under these weather condi- 
tions return to demand for 
service weights should have 
come, if it was going to come 
at all. Instead, women who 


specialize in hosiery style trends and by 
some very practical hints supplied by the 
buyers of prominent specialty shops and 
department stores in New York City. 


hosiery has definitely estab- 
lished its primacy for cold as 
well as for warm weather 
and, second, because the gift 
spirit, however marked has 




















were buying at the time 
hosiery which they expected 
to wear right on into the coldest 
winter weather, took sheer hosiery 
out of all proportion to the service 
weights, from 55 to 57 per cent of 
their purchases in sheer as against 
86 to 39 in service goods; whereas, 
during October of last year, sheer 
hosiery ran no more than 48 per 
cent and regular weights ran 50 per 
cent. What is more significant, the 
highest percentage, 57, recorded for 
sheer goods in October, 1925, was 
taken by the consumer at the end of 
the month. 

Another, if less impressive change 
in popular preference is to be noted 
in choice of October colors. It is 
ordinarily during October that black 
reasserts its importance—not, these 
days, because the average wearer 
preserves any lingering fondness 
for its somber hue, but for the utili- 
tarian consideration that it doesn’t 
so obviously retain traces of mud. 
During October, last year, black ran 
13 to 16 per cent and it was expected 
to do as well, or better, this year. 
Instead, black was doing no better 
than 10 per cent early in the month 
and, although it did register a slight 
gain during the middle week, Octo- 
ber closed with colors taken for 90 
per cent of the sales and only 10 per 
cent in black. 

In the colors, taking the dominant 
sheer goods as the major index to 
style, October was noteworthy for 
the steady advance in favor of gun- 


metal, or cannon, to employ the 
word properly characterizing the 
slightly darker tone demanded by 
any sheer fabric for the production 
of the gunmetal effect to the eye. 
Its rise was closely identified with 
that of gray, especially the darker 
shades of gray. 


ARLY in the month the leader 

was grain, with beige a strong 
second, French nude third, and dark 
gray fourth, gunmetal trailing along 
in sixth place, after flesh. About the 
middle of the month, although grain 
still led, dark gray had displaced 
beige for second place and gun- 
metal was fifth, next after French 
nude and ahead of flesh. When 
October drew to its close, dark gray 
ranked first, grain second, beige 
third and gunmetal fourth, having 
drawn ahead of both French nude 
and flesh. 

The other shades, in sequence 
after nude and flesh, were rose grey, 
which had held steady at seventh 
place for some time; black, even 
more firmly entrenched in eighth 
place; sandalwood, gravel, almond, 
medium gray, atmosphere, toast, 
rose taupe, cinnamon, reindeer and 
suede. Silver and gold, taken mainly 
for evening dress wear, ranked 
thirteenth and nineteenth respec- 
tively. The outstanding color fea- 
ture of the regular weight hose was 
black, which remained first through- 


been the advance in the giv- 
ing of utilities, is still domi- 
nated by the idea of luxury. There 
is a pronounced gift air to chiffon 
hose that is lacking in service hose. 

On the other hand, resident buy- 
ers serving department and other 
stores located in smaller centers of 
population look to see service hose 
selling for gift purposes at least 
fifty-fifty with sheer, and they base 
their prediction on the commitments 
already made by their client stores. 
This attitude is explicable by the 
more conservative spirit of the com- 
munities served. 


T would seem, however, that the 
hosiery buyers of smaller stores 

and of stores in the smaller cities, 
fail to give due weight to the enor- 
mous gain in popularity of under- 
hose, which has been much refined 
in quality and is this year wholly 
convincing in its flesh tints. In a 
country where consumer demand for 
hosiery color shades is reflected in 
San Francisco within a week or two 
after manifestation in New York, it 
is inconceivable that popular real- 
ization of the practicability of sheer 
hose over underhose will be less in 
outlying towns than it is in cities 
like Chicago and Detroit. 

So far as the average shoe store’s 
holiday hosiery stock is concerned, 
it is safe to stock an adequate sup- 
ply of underhose retailing from $1 
to $1.50 a pair. 
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Try 


It at our ris 


— 





We invite you to send us a 


sample order of any desired 
assortment of HOLYOKE 


SILK HOSIERY with the dis- 
tinct understanding that you may 
return the shipment if unsatis- 
factory, any time within 10 
days after receipt. 

















Could anything be fairer? 





Could we show more positively our 
confidence in the super-excellence of 


HOLYOKE SILK HOSE ? 


We know that the beauty of our 
styles—the clever originality of our 
novelties—the rich quality of our 
merchandise will impress every fair 
minded buyer. 












This is your opportunity to offer your 
customers the most perfect and beau- 
tiful hose, in HOLIDAY NOVEL- 
if TIES that will surely appeal to your 
| most exclusive trade. 


| Flak Ste Tey 


453 Washington St. 358 Fifth Ave. 
BOSTON NEW YORK 
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SILK HOSIERY 





HOLYOKE SILK 
HOSIERY comes 
boxed in three pairs—so 
that your order may be 
as large or small as you 
wish. 


We recommend your 
choosing our 


Four Big Sellers 
All Silk Ingrain 


No. 405—Medium Weight. 
30 popular shades. 


Price $22.50 per doz. 


No. 462— Chiffon extra, 
sheer, reenforced knee. 23 
latest popular shades. 


Price $27.00 per doz. 


“Gauzette” — Chiffon-orig- 
inated by Holyoke and a 
great success in the most 
famous city shops. 


Price $22.50 per doz. 


No. 463—Chiffon extra, 
extra sheer, re-enforced 
knee. 10 latest N. Y. and 
Paris shades. 


Price $27.00 per doz. 


We are unable to take more 
orders for this number for ship- 
ment prior to January 1, but if 
you wish shipment after that 
date we will be pleased to send. 


Our Color Range 


comprises the following shades 
in all numbers with the excep- 
tion of No. 463. Colors carried 
in this number are starred. 


*Atmosphere Gold 


Aurora Morille 
aates ppocemghe 
*Blac *Rosee 
*Bran *Shell Pink 
Chamois *Silver 
Cinnamon *Tortoise 
*French Nude White 
*Gunmetal Zinc 


We carry other colors in the 
various numbers but space does 
not permit enumerating the same. 
If you are not familiar with our 
colors kindly send for a color 
card. 
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Styles in Men’s 
Hosiery 


Novelties Will Lead in Holiday 
as Well as in Regular 
Fall Trade 


College boy’s socks made by hand and imported 
from England; also new Golf Hose pattern, jac- 
quard, pastel colors against white ground. Both 
styles shown through courtesy of Krueger Tobin 


Co. 


OMMITMENTS for men’s 
hosiery during October make 
( it evident that novelties will 
lead in holiday as well as regular 
Fall merchandise. All department 
stores have placed unusually heavy 
orders for men’s hosiery, anticipat- 
ing exceptional gift business in this 
line for 1925. In silk, full fash- 
ioned goods should lead, but mock 
seam merchandise is relied on also 
for considerable sales volume. Other 
weaves that should be favored for 
both regular and gift uses are lisle, 
silk and wool, and light weight wool. 
In stores having a large proportion 
of popular and low-priced business, 
there should be numerous calls for 
mixtures of silk and rayon and of 
lisle and rayon, retailing at 50 cents 
per pair. Fancies in silk, silk and 
wool and novelty wools up to $1.50 
will make excellent holiday offerings 
for men. Colors will be mostly in 
combinations of tans and grays. 
Novelty patterns will be popular in 
checks, in pronounced plaids and 
also, to some extent, in perpendicular 
stripes. 

In New York and, to a great ex- 
tent, in other large cities, hosiery de- 
partments are relying most on silk 
for men’s regular Fall wear and for 
gift purposes, at prices from 85 cents 
to $2 retail. These big, fashionable 
departments look for black to lead, 
followed by navy blue, cordovan, 
Russian calf, gray and beaver. Next 
they put the novelty wools, retail- 


ing from $1 to $2.50, in very fancy 
designs, the colors being brown, tan, 
and the grays, light and dark. 

No store handling hosiery can 
afford, this year, to neglect golf hose 
for men. Gift hosiery for men is 
bought by women in approximately 
85 per cent of its volume, and those 
women, this year, are going to see 
men’s departments in the great stores 
spreading out and making unusually 
active campaigns for the holiday sale 
of golf sets, consisting of matched 
sweaters and hose. 


This Family Store 


[CONTINUED FROM PAGE 119] 


talked about. But with the coming 
of November a special hosiery de- 
partment, with a handsome display 
case, was installed at the store en- 
trance, just inside the door, so that 
everyone clapped eyes on the hosiery 
on crossing the threshhold. 

That followed up, with the mini- 
mum of delay, the lure of the im- 
pressive Christmas hosiery window, 
which showed an assortment of 49 
colors rainbowing in a splendid semi- 
circle above and behind hosiery legs 
and stands of hosiery on which the 
arrangement was changed weekly 
until Christmas. It made a succes- 
sion of windows worthy of metro- 
politan display. 

The sales increased from week to 
week throughout the month to such 


an extent that the store had to call 
for additional colors by special de- 
livery on Dec. 22. The rush con- 
tinued up to the last minute of the 
last hour of Christmas Eve. 

Certain consequences have at- 
tended the introduction and intelli- 
gent selling of hosiery in this West 
New Brighton shoe store. In the 
first place, the volume of shoe sales 
has been markedly stimulated. In 
the next, the entire volume of 
hosiery sales has been so much clear 
gain, for it entailed no additional 
overhead and carries its own selling 
charges, with ample net profits. The 
sales clerks receive their commis- 
sions of 5 per cent, but they are up 
against a new, increased sales quota 
every month, which they must sur- 
pass. Hosiery sales now average 
one pair of hose for every three 
pairs of shoes sold during the week. 
On Saturday the average rises to two 
pairs of hose for every three pairs 
of shoes. In August of this year 
the new department was so firmly 
established that men’s hosiery was 
installed, in silks and silk and rayon, 
in a range of 35 cents to $1 retail- 
ers. The department’s yearly sales 
volume up to the end of October, 
1925, is above $15,000—that is, it 
has been averaging $300 per week. 
This, of course, takes no account of 
the 1925 holiday business, which is 
being prepared for on a more exten- 
sive scale than was that of the first 
season. 
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no additional cost. 


Style No. 540—240 needle, men’s mercer- 
ized 4 ply heel and toe at $2.25 per dozen. 







Cordovan Grey Log Cabin Navy Beige 
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Special Offering 


FOR THE 


HOLIDAY TRADE 


We are offering our regular two outstanding 
numbers packed in handsome Holly Boxes at 


Style No. 329—Semi-split sole, men’s half 
hose, silk and fibre twisted at $3.75 per 


COLORS dozen. 


Order now—later will be too late. 









Stock now on hand for immediate delivery. 


MARO HOSIERY MILLS CoO. 
28 North 3rd St., Philadelphia, Pa. 





Certain Through the Use of 
Ray-Mond Hosiery Service 


Hosiery sections make a name for them- 
selves because of a single fine number like 
One Gwenty Give but outstanding repu- 
tations are the unfailing result of carrying the 
complete Ray-Mond line. The larger a buyer’s 
experience and the more thorough his knowl- 
edge of hosiery, the more easily becomes the habit 
of depending on Ray-Mond hosiery service. 


RAY-MOND HOSIERY CoO. 





Local Leadership In Hosiery 





373 Fourth Avenue, New York City 








One Gwerty Pie 55.004 


Women’s Pure Thread Silk Stockings, 
guaranteed against runs and irregulari- 
ties of all kinds. Knitted to the shape 
of the leg with even texture in the nar- 
rowings and throughout. Reinforced lisle 
tops and feet. An exceptional stocking 
at an exceptional price. Exquisitely 
packed. Season’s best shades. 


Price $9.00 per dozen 


No. 568—Pure Thread Silk Chiffon to the welt. 
One of the clearest and sbeerest Chiffons made. 
Packed in individual bags. 
$8.00 per dozen. 
No. 570—Full Fashioned Thread Silk 42 gauge 
super-fine Chiffon with special patented reinforced 
heel and toe. Packed in individual bags. 
$14.75 per dozen. 
No. 100—A new Pure thread silk Spring Needle 
stocking (reinforced with lisle) retails for $1.00. 


Also—Ladies’ silk and wools for Fall 
and Winter in both full fashioned and 
seamless. 
Men’s and Ladies’ fancies for immediate 
delivery. 
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The Merriest 


Christmas Chimes of All! 


Hosiery departments stocked with these new fancy Hirner 


patterns (just offered to the trade) will do a “ringing” busi- 
ness during the Christmas rush of buying. 

Place your order today so that we can give you early de- 
livery. The sooner you display these new patterns, the sooner 
your cash register will ring out the happy news of extra profits. 
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Style No. 630—PURE lisle and wool in a variety of different 
color combinations in this same pattern. Smart because 
the pattern is new and correct. Long wearing and warm 
because of the PURE yarns used in knitting. 
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Style No. 950—PURE lisle in a variety of color combinations 
Style No. 630 in this same pattern. Only finest lisle yarns used in the 
making of this half hose. 


Style No. 600—PURE silk and wool in various color com- 
binations in this same pattern. Dressy as Broadway— 
Long wearing as the Sphinx. 
Style No. 600 
HIRNER HOSIERY CO. 
ALLENTOWN, PA. 
ROBISCHON SALES CO. 33 Bedford St. 
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Ic 


i a a a aes 
SOIC IC eC 


389 Sth Ave., New York BOSTON OFFICE 


Manufacturers of the famous Hirner Foot Hose 
Style No. 950 “Built Like a Shoe”’ 
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| Holiday Novelties for Your Hosiery Department 
R. SHOE RETAILER, a 


CONTRAST COLOR beautiful line of chiffon hosiery 
might be a feature in helping your over- 

HEEL HOSIER Y head. Let us send you a small trial 

Colors: White assortment of colors and sizes of our 


Peach 
Nude two popular chiffon numbers. 


Lt. Blonde 


Lt. Grey DaKIN KNITTING MILLS, 


Pure Silk to the Top 
Made with Black Soles Milton, Pa. 
and Black Pointed Heels 














This number also comes 
with matched heels in 
the following solid 
shades: 

Pansy 

Coral Pink 


Orchid Dew / \: faon fhe commonplace of SILK 


Price Per Dozen . iy $0 
Sample shipment on request ~ @ R The smart wonan 


SAMUEL A. ROTH & CO. = Of . 


1372 WEST SIXTH ST. CLEVELAND, 0. h 
NOVELTY GLOVE SILK HOSIERY orig 


Nets, Jacquard Laces, Drop Stitches 
Beaded and Embroidered Numbers, etc. 
Write for sample shipment ’ 315 FOURTH AVE. 
SAMUEL A. ROTH & CO., “ wan Youn. 


1372 W. 6th St., Cleveland, O. TEL. GRAMERCY- 6866 
















































































“The Place to Sell Hosiery Is the Shoe Store” 


THREE YEARS AGO “HOSIERY” started to preach that text to an 


audience of over 10,000 attentive shoe merchants. 


The sown seed is growing with amazing rapidity. All over the country 
shoe merchants are putting in hosiery departments. Each month the 


idea grows bigger. 


So we say to you—the place to sell hosiery easily is to the shoe merchant. 


The Boot and Shoe Recorder, through this Hosiery section, offers a direct 
approach to the most responsive group of hosiery buyers in the country. 


BOOT AND SHOE RECORDER PUBLISHING COMPANY 
Boston, Mass. 


fe) 
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Display Equipment 
for 


Window and Counter 
Suggestions 


UGGESTIONS that cre- 

ate sales, because they 
offer attractive merchandise 
in a natural and convincing 
manner. 


The fixture above combines 
the ever practical limb with 
an arrangement for attrac- 
tively draping a wide range 
of colors or shades in hosiery. 


A Suggestion for Christmas 
Displays ~ Also ~ 


Metal and Wood Fixtures of 
All Kinds — Wood and 
Papier-Maché Limbs— 
Pedestals, Plateaux, 
Card Holders,Valance, 


Wax Figures, 
Etc., 


by 


J. R. PALMENBERG’S SONS, Inc. 


Creators of Display Equipment for Over 70 Yeare 
63-65 West 36th Street, NEW YORK 
CHICAGO BALTIMORE 
204 W. Jackson Blvd." 122 W. Baltimore Street 


SAN FRANCISCO 


BOSTON 
26 Kingston Street 11 First Street 
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“Popular” 
is Putting it Mildly 


When you speak about Everwear lightweight wool 
socks in interesting plaids and checks 


Everwear has done something big for you in the matter 
of lightweight wool socks for men’s wear. No need to 
tell you that fancy patterns are the demanded thing. 
But what you should know and keep constantly in your 
mind is that we have wool fancies—plaids and checks— 
and plenty of them for quick delivery. 


Here is your chance to place the reputation of Everwear 
behind your selection of men’s hosiery for this season’s 
selling. Men the country over have learned to put a lot 
of faith in the time tested Everwear name. 


Write now for samples. Make our belief in the superi- 


- ority of Everwear lightweight wools convince you by 


comparison with anything you have in the store. Drop 
a note to us today. 


The line is complete and the speed with which these 


fancy Everwear wools will sell will certainly please you. 
Everwear Plaids Everwear Checks 
No. 339 No. 340 
Lightweight Wool Lightweight Wool 


88 doz. 88 doz. 
Retail at $1 a pair Retail at $1 a pair 


The Everwear Hosiery Co. 
Milwaukee, U. S. A. 


86 South State St., 230 Fifth Ave., 
Chicago New York 


eee ee 
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HOSIERY 


‘AS YOU 


LIKE: IT & 


FULL FAS@ | NEC 









IN 





Build profitable Christmas hosiery sales on the firm foundation 
of “As YOU LIKE IT” service from our five centrally located 
stocks of full-fashioned hose. 





J. R. BEATON CO, Inc. 


331 FOURTH AVENUE, NEW YORK 


CHICAGO BOSTON 
227 WEsT JACKSON BLvp. o9 CHAUNCY STREET 
ATLANTA SAN FRANCISCO 
246 PEACHTREE ARCADE 133 KEARNY STREET 
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